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ever in history so staggering a problemp 


Architects and engineers today face the 
realities of building for waging war. 
Read how ARCHITECTURAL RECORD is 
helping them to design war-necessary 
building for industry, for shelter, for 
health and safety—to modernize—to cope 
with scarcity. 


® Today RECORD editors are almost strangers 
in their own offices. They are in Washington 
talking to technical leaders in government. 
They are here, there, everywhere . . . inter- 
viewing research experts and trade association 
people . . . questioning architects, engineers, 
manufacturers of building products. They are 
capitalizing on every single F. W. Dodge 


resource, 


Once a month they publish the interpretation of 
their findings . . . packing into the RECORD’s 
pages every last ounce of current usefulness 
they have sweated out of the field. Ounce by 
ounce it is perhaps a more serviceable product 
than they have ever put together . . . nonethe- 
less, they are still healthfully dissatisfied 


How well do you know today’s RECORD? 
Study the current issue critically, we urge you. 
Judge it editorially for yourself. Remember that 
the RECORD today, of all architectural publi- 
cations, is stripped free of waste. of “extras.” 


of frills and non-essentials. 


Now ... ask yourself what you can do to help. 





Inventory all you can offer . . . materials. sub- 
stitutes, technical counsel, conservation hints, 
specialized information . .. and make it avail- 
able to war-active architect-engineers in the ad- 
vertising pages of the RECORD. We'll be de- 
lighted to tell vou first hand what kind of help 


these men need. and how. specifically, you can 





help them 
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Transformer Sabotage 











Very good presentation. This is an 
important piece of apparatus. We're 
equipping ovr transformers now. 






















The picture tells a lot, 
and the text gives you 
plenty of details. A 
straight-forward job. 











LOOK OuT 











This certainly wins attention and 
plants an important idea. Nicely 
done. 
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of outdoor switching mechanisms and fuses 
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They've got something here. That heading is a good one and the book 
really stops me. | got the feeling that the material is really important. 
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The first page stimulates a great deal of 
interest, and invites a study of the other 
three, which’ really give the details, at- 
tractively presented. 
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I'd read these points and check 
on the cut-away terminator. 
advertising! 



























Excellent. Tells a lot, yet is easy 
follow because there is no no 
sential material. 































A top-flight ad — the best in the 
book, in my opinion. Good clear 
views of the product and fine 
application photos. 
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There are a lot of items here bE 
they are well co-ordina':” You 
the whole story at a gion. 
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INDUSTRIAL MARKETING 


Reg. U. S. Pat. Off. 


MARCH, 1942 


Application of Censorship and Military 


Regulations to Advertisers’ Copy 


Policies of War and Navy Departments and Army Air 
Corps regarding reference in advertising and publicity 


to their activities and permission to take photos 


@ INDUSTRIAL advertisers are con- 
cerned with the application of censor- 
ship from many angles, including ob- 
taining of data on product application 
ind product operation, photographs 
for illustrating such material, the pub- 
lication of such data in advertising, 
both publication or direct mail, in sales 
bulletins, publicity, house organs, in- 
ternal or external, or in any other form 
hrough which it might gain circula- 
ion. Thus, the advertising manager 
hould be as familiar as possible with 
he regulations of the Office of Cen- 
ship and the several divisions of the 
ilitary as a matter of protection to 
imself, his company, and the publish- 
who prints his advertising copy, as 
‘ll as to his country. 
Familiarity with these regulations 
ll also ease and expedite his work by 
ibling him to avoid entanglements 
d delays in getting material and ob- 
ning proper release and approval 
en necessary. With these objectives 
mind, the following excerpts from 


Released for publication by the 
War Department and the 
Navy Department. 


regulations and statements of policies 
by the Office of Censorship, the War 
and Navy Departments, and the Army 
Air Corps are presented as a guide to 
advertising managers in planning and 
executing their work where it involves 
reference to wartime activities on the 
part of their companies or their cus- 
tomers. 

To avoid confusion and delay the 
Navy Department cautions that the 
reader should distinguish between the 
Navy Department and the War De- 
partment. The War Department does 
not include the Navy, but rather the 
Army and its branches. 

Censorship of material customarily 
used in advertising, bulletins, public- 
ity, house organs, etc., is provided for 
in the “Code of Wartime Practices for 
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the American Press,” issued by The 
Office of Censorship, Washington, 
D. C., in the section titled “Produc- 
tion.” «Newspapers and magazines are 
asked not to publish” the following 
“except when such information is 
made available officially by appropriate 
authority:” 


Basic Censorship Code 


“Specific information about war 
contracts, such as exact type of pro- 
duction, production schedules, dates of 
delivery, or press of production; esti- 
mated supplies of strategic and criti- 
cal materials available; or nationwide 
‘round-ups’ of locally published pro- 
curement data, except when such com- 
posite information is officially ap- 
proved for publication. 

“Specific information about the lo- 
cation of, or other information about, 
sites and factories already in existence, 
which would aid saboteurs in gaining 


access to them; information other than 


that readily gained through observa- 
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tion by the general public, disclosing 
the location of sites and factories yet 
to be established, or the nature of 
their production. 

“Any 


secret military designs, or new factory 


information about new or 
designs for war production.” 

It is easy to see how this section 
particularly applies to publicity and 
editorial material in house organs. A 
provision further,on in the Code pro- 
“photographs 


hibits publication of 


conveying the information specified 
in this summary, unless officially ap- 
proved for publication. Special 
care should be exercised in the publi- 
cation of aerial photos presumably of 
nonmilitary significance, which might 
reveal military or other information 
helpful to the enemy. . . . Advertising 
matter, letters to the editor, inter- 
views with men on leave, columns, 
and so on, are included in the above 
requests, both as to texts and illustra- 


tions. 


War Department Regulations 


In a “Statement of War Department 


Policy Regarding Dissemination and 
Publication of Information Concern- 
ing Contracts, Production, Site Loca- 
tions, Etc.” issued by the Industrial 
Information Branch, Bureau of Public 
Relations, War Department, on Feb. 
17, specific reference to the foregoing 
regulations is made as follows: 
“Chiefs of supply arms and services 
will take steps to inform all War De- 
partment contractors and subcontrac- 
tors of the restrictions imposed upon 


them and the necessity for strict com- 


pliance. To that end War Depart- 
ment contractors and subcontractors 
should— 

‘1. Refrain from publication of 


photographs and drawings of Army 


equipment which have not been re- 
leased by the War Department. 

“2. Refrain from referring in ad- 
vertising, which gives the location of 
a plant, to specific products being 
manufactured in that plant. 

"3. Refrain 


the names of subcontractors or acces- 


from publication of 
sory manufacturers to a prime con- 
tractor. 

“4. Release no production figures 
nor figures indicating total number of 
employes, backlog of orders, or area 
of land occupied. 

“§. Not permit aerial photographs 
of plants. 

“6. Observe these restrictions in 


their radio programs, other publicity, 
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Where to Get Approval 

Of Advertising Copy 

And Photographs Involving 
War Work 


@ FOR permission to take photo- 
graphs of war plant operations to 
be used in advertising or publicity 
material, including house organs, 
and approval for use of such photo- 
graphs and copy pertaining to war 
production, even in your own plant, 
make application to the following: 


ARMY 
Col. W. M. Wright, 
Division of Advertising Review, 
War Department, 
Washington, D. C 
NAVY 
Lt. Comdr. John Long, 
Pictorial Section, 
Office of Public Relations, 
Navy Department, 
Washington, D. C 
or the regional public relations 
oficer in the respective Naval 
District offices (see map) 


MARINE CORPS 
Brig. Gen. R. L. Denig, 
U. S. Marine Corps, 
Navy Department, 
Arlington Annex, 
Arlington, Va 

COAST GUARD 
Capt. Ellis Reed-Hill, 
Public Relations Officer, 
U. S. Coast Guard, 
Treasury Department, 
Liberty Loan Annex, 
Washington, D. C 


MARITIME 
Mark O'Dea, 


Director of Information, 
U. S. Maritime Commission, 
Washington, D. C 


Read text for complete details 











including financial statements and re- 
ports, and public discussion. 

“7. Give no information § either 
verbal or otherwise contrary to this 
policy.” 

Note particularly the sweeping pro- 
visions of the last two points. And 
bear in mind they are War Depart- 
ment orders. 

Following are some of the more 
specific policies as to restrictions in use 
of photographs and in publication of 
information in advertising and in ar- 
ticles concerning the war effort which 
are included in a release by the Pic- 
torial Branch, dated Feb. 24, 1942: 
Photographs not Permitted: 

“1. Aerial views of military instal- 
lations, important points of communi- 
cation, war production plants, and 
other objects deemed vital to war ef- 
fort. (Important points of communi- 
cation include all cities, railheads and 


bridges east of Alleghenys and west 





of the Rocky Mountains, and all ma- 
jor points in central portion of coun- 
try.) 

“2. Broad panoramic ground views 
showing extent of buildings and in- 
stallations deemed important in war 
production. 

“3. Views of Government arsenals. 
“Photographs Must Not Reveal: 

“1. Classified details of machinery 
or equipment. 

“2. Identifying numerals or data 
on equipment, ships, cars, etc. 
“Information Not Permitted in 
Captions or Text: 

“1. Figures or data indicating na- 
ture and progress of war production. 

“2. Information other than that 
readily gained through observation by 
the general public. 

“3. Names and locations of plants, 
old and new, other than that of the 
main plant.” 

Following concerns the taking of 
photographs in war production plants: 

“The taking of photographs inside 
war production plants is not pro- 
hibited. Applications by letter should 
be made to Bureau of Public Relations, 
War Department, Washington, D. C. 
Applicant will then be notified as to 
War Department approval. Final ap- 
proval is then contingent upon dis- 
cretion and decision of commanding 
officer or district ordnance office and 
plant management. 

“The taking of photographs for 
purely advertising purposes is discour 
aged because of possible interruption in 
work.” 

The foregoing policies are, of course, 
subject to change at any time. 


Showing Product Use by 
Army and Navy 


Frequently the asked 
whether a manufacturer of accessory 


question is 


equipment or major equipment used 
by the Navy or the Army may make 
reference to this fact in its advertis 
ing. This point is clearly covered by 
both branches of the military in spe 
cial statements of policy and regula 
tions. 

The Pictorial Branch, Bureau of! 
Public Relations, War Department, © 
charged with the responsibility of |r 
viewing all commercial advertising cop) 
containing Army photographs or state 
ments concerning the Army or the 
war program. In a release (2/24/42). 
“War Department Policy with Refer 
ence to Use of Army or War Activ 
ity Theme in Commercial Advertise 
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nents,” some of the general policies in 
effect in this regard are listed as fol- 
lows: 

“1. The War Department has no 
objection to the use of photographs 
of various features of Army or 
war activity provided that in such 
idvertisements no statement or impli- 
cation is made to the effect that the 
War Department prefers or approves 
of the products so advertised over like 
products of competing companies. 

"2... . provided the advertising 

constitutes a statement of fact with 
no misleading or otherwise objection- 
ible features. 
"3. . .. provided no information 
classified as secret, confidential, or re- 
stricted by the War Department is 
divulged. 

“4... . provided the photographs 
or text do not bring discredit upon 
the Army. 

“§. ... provided Army person- 
nel, in proper uniform are unrecog- 
nizable as individuals. 

"6. Finally . . . provided all copy, 
text, and photographs to appear are 
submitted to the War Department for 
review prior to release.” 

Navy Department regulation of ref- 
erence in advertising and publicity to 
use of certain products or equipment 
by the Navy is covered by General 
Order No. 36, titled “Commercial 
Advertising,” which reads as follows: 

‘lL. The Navy Department will not 
object to commercial firms advertis- 
ing that their products are or have 
been supplied to or used by the Navy, 
provided: 

“(a) That no information held as 
confidential by the Navy is divulged. 

“(b) That the advertising consti- 
tutes a statement of fact with no mis- 

iding or otherwise objectionable fea- 

res. 

“(c) That no mention is made of 
1¢ fact that a product has undergone 

is undergeing test at the instance 

or under cognizance of the Navy 

epartment, and that there are in- 
uded no data derived from tests 
ade in Government laboratories or 
board naval vessels. 

‘(d) That no statement is made 

it the product is used by the Navy 

the exclusion of other similar prod- 

‘(e) That all copy, text, and pho- 

sraphs to appear are submitted for 

ew prior to release. 

2. In each case in which any bu- 

u or office of the Navy Depart- 
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While permission to take pictures in plants working on Army and Maritime contracts, and 
approval of copy to be used with same, must be obtained from Washington headquarters, 
approval of such material concerning Navy work may be obtained from its district pub- 


lic relations officers located in the Naval 


District Offices which are indicated in the 


above map. Application should be made to the office in the district where plant is located 


ment or other agency in the naval 
service receives an inquiry on this 
subject, it will reply in the sense of 
the foregoing. 

3. So far as practicable, the re- 
view of advertising copy by naval au- 
thority will be carried out by the 
commandant of the naval district 
within which the advertising company 
is located. |See accompanying map 
for districts. | 

‘4. When there is doubt as to the 
propriety of the copy or photographs, 
reference should be made to the Chief 
of Naval Operations, via the Bureau 


concerned.” 


Army Air Corps Regulations 


Regardless of the censorship code 
and all regulations issued by the armed 
services, common sense must still dic- 
tate procedure in every instance and 
the advertising manager must be alert 
and think through each situation as to 
how it might possibly give comfort or 
aid to the enemy. However, perhaps 
because of the unusual secrecy which 
surrounds the development and _ pro- 
duction of aircraft, the Army Air 
Corps has been specific in its regula- 
tions governing admittance to plants 
working on its orders, photographing 
therein, and ultimate use of material 
obtained. For that reason its regulations 
may well be studied with benefit. 

Early last year the Office of the 
Chief of the Air Corps issued to prime 
contractors for Air Corps equipment, 
supervisors, Air Corps procurement 
districts, and Air Corps factory rep- 
resentatives, an exhaustive statement 
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on “The Safeguarding of Classified 
Military Information in Respect to the 
Conduct of Publication,” from which 
the following significant sections are 
quoted: 

“4. The safeguarding of classified 
information’ is related to the admis- 
sion of visitors” to the establishment 
and the release of information inten- 
tionally or unintentionally by person- 
nel employed by the contractor verbal- 
ly or in writing. The safeguarding of 
classified information also requires con- 
trol of press releases, advertising, house 
organs, speeches, articles, photographs, 
newsreels, or other disseminating 
media. As a guide to contractors, the 
procedure to be used in handling visi- 
tors, and policies to be used in connec- 
tion with the release of information 
are given as follows: 

“7. Citizens of the United States, 
except those representing a foreign 
government, firm or corporation, de- 
siring admission to manufacturing es- 
tablishments must give proof satisfac- 
tory to the contractor of such citizen- 


1AR 380-5, Par. 1, c. “Classified mili- 
tary information Classified military in- 
formation includes all information con- 
cerning documents, cryptographic devices, 
development projects, and material classi- 
fied as secret, confidential, or restricted, as 
well as the items themselves. All other 
military information, documents, develop- 
ment projects, and material are regarded 
as unclassified. 


7 AR 380-5, Par. 1, q. “Visitor As used 
in these regulations a visitor is any per- 
son admitted to a Government or com- 
mercial manufacturing establishment en- 
gaged in classified work or project for the 
War Department except 

“(1) A person employed on the work or 
project, or 

“(2) A person directly and officially 
concerned with the work or project.” 
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| 
_ Advertisers’ Cooperation with Publishers 
| On Matters of Censorship of Copy 


@ UNDER THE LAWS by which powers of censorship are derived, 


publishers have a definite responsibility for the contents of their publica- 


| tions, adv ertising as well as editorial, The Associated Business Papers points 
| - . . 
| out. Occasionally, therefore, a publisher may want to check with an adver- 


tiser concerning the permissibility of certain information in an advertise- 
When this occurs, advertisers will understand that the publisher | 


ment. 


is not being critical or unduly inquisitive, but rather endeavoring to per- 
form a service in the interests of the advertiser, the reader, the publication, 


To simplify this situation, John C. Stephan, Cleveland agency head, has 
suggested that a simple device or “spot” be included in all advertisements 
requiring censorship to indicate that all requirements have been complied | 


with. 


| 
| and—most important of all—the successful prosecution of the war. 
| 
| 
| 


As a starter, he offers the following: 
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RELEASED FOR 
PUBLICATION BY 
WAR DEPARTMENT 


RELEASED FOR 
PUBLICATION BY 
WAR AND NAVY DEPTS. 














What are your suggestions? Send them in. 


| RELEASED FOR 


ship (AR 


not necessary for the contractor to 


380-5, par. 58c)”. It is 


communicate with the War Depart- 
ment regarding requests from United 
States citizens to visit his plant, or 
to advise them to do so, since he has 
at hand the information which enables 
him to act on those requests directly. 
The contractor is primarily responsible. 

“8. Under 


when 


existing regulations 


reporters, writers, photogra- 
phers, or other representatives of pub- 
licity, educational, advertising, or oth- 
er agencies are permitted to visit a 
manufacturing plant, information 
data, or photographs obtained as a re- 
sult of the visit must be submitted to 
the War Department through the resi- 
dent Air Corps representative or in- 
spector by regular channels for re- 


lease prior to publication. 


Alt rsO.5 l’ar ys lnited States 
citizens Subject to the approval of the 
ommanding officer or the contractor 


United States citizens, except those rep 
resenting a foreign government, firm, or 
corporation, may be admitted to War De 
partment or commercial manufacturing 
establishments engaged on classified work 
or projects under the following conditions 

(1) Casual visitors may be admitted 
provided no secret confidential, or re 
stricted work or project is shown or dis- 
ussed 

(2) Representatives of other United 
States Government agencies, manufac 
turers, or their representatives, engineers 
ind inventors coéperating in War Depart 
ment work and having a legitimate in 
terest therein may be shown such works 
or projects as are considered necessar) 
ind desirable by the responsible chief of 
supply arm or service Authority for ad 
mission will be in writing 

(3) Aceredited reporters, photograph 
ers, and other representatives of publicity 


igencies may be admitted to manufactur- 
ing establishments engaged on work for 
the War Department provided classified 
matters, projects, or processes of manu 
facture are not shown or discussed with 
them News items, photographs, and mo- 


tion pictures resulting from the visit must 
be submitted to the Assistant Chief of 
Staff, G-2, War Department General Staff 
for release prior to publication 
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“9. The contractor, not the Air 
Corps representative, is responsible for 
visitors admitted to the establishment. 
If, however, in the opinion of the Air 
Corps representative, the situation at 
the time makes the admission of a vis- 
itor inadvisable, he is empowered to 
postpone the visit and request instruc- 
tions of higher authority (AR 380-5, 
par. 59)*. In making this request, 
the representative will give the reasons 
for postponing the visit. 

“10. In view of the present magni- 
tude of industrial production, and the 
need for vigilant security thereof, it 
is the desire of the War Department 
that contractors limit tours through 
their plants to a minimum. Only in 
exceptional cases should contractors 
groups through their 
plants and then only if the contractor 


permit large 


believes such tour is essential to his 
conduct of necessary industrial or pub- 
lic relations. For like reason, repre- 
sentatives of news agencies permitted 
to visit plants should be limited to 
those of the accredited agencies. 


Release of Information 


“11. Classified items must receive 


complete protection; unauthorized 


persons must not see, receive or in any 


way gain information § concerning 


*AR 380-5, Par. 59 Responsibility of 
ommanding officer, Army representative, 
or inspector a, The commanding officer 


of a military manufacturing establishment 
or the Army representative or inspector 
at a commercial manufacturing establish- 
ment is the local representative of the 
War Department in all matters regarding 
the admission of visitors. If, in his opinion, 
the situation at the time makes the ad- 
mission of a visitor inadvisable, he is em 
powered to postpone the visit and request 
instructions from the office which au- 
thorized it : 
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them. Contractors or subcontrac- 
tors engaged in work for the Air 
Corps must place such restrictions 
on the movements of persons employed 
or entering their establishments as will 
provide adequate security to all clas 
sified items in their possession. 

“12. All data concerning classified 
(see definition, AR 380-5, par. Ic) 
aircraft, engines, and equipment will 
be withheld from publication until 
released by the authority of The Sec 
retary of War. No other organization 
or individual (including the contrac- 
tor and the Air Corps representative) 
is authorized to do so or permit in- 
formation to be obtained leading to 
such a release.” 

Subsequent paragraphs at this point 
in the document deal with the re- 
lease by the War Department of in 
formation pertaining to new major 
items of procurement after tests, etc., 
and with regulations which are essen- 
tially the same as those included in the 
censorship code for the press. Addi- 
tional specifications of interest to in 
dustrial advertisers then resume with: 

“15. The following points are giv 
en as a general guide when photo 
graphs for illustrations are to be made 
for release: 

“(a) All such photographs or illus 
trations are to be submitted to the 
War Department, in duplicate, for re 
view and release prior to publication. 

“(b) Armament: No photographs 
or sketches are to be released which 
show details of armament installations. 
The War Department may release gen 
eral views of aircraft in which instal 
lations are shown, such as might be 
normally observed from medium dis 
tance. No photographs or sketches 
are to be released which will disclose 
details of the design, construction, 0 
operations of bombsights and related 
equipment and bomb racks. 

“(c) Production Photo 
graphs of production lines should b 
taken at such distance and in such 
manner that they will not disclose d 
tails of classified production method 


Lines: 


will not show numerals indicating sta 
tus of production; will not indicate ¢ 
establishment layout or show the re! 
tive location of vital features such 
listed in (d) below; and will not sho 
production lines of a type or mod 
aircraft not yet in use by tactic 
units. 

‘(d) Factory Floor Plans: The © 
Department objects to the release © 

(Continued on Page 42) 
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By EDWIN L. ANDREW* 


Vice-President, Fuller & Smith & Ross, Inc., Cleveland 


Not Genesis V, Please! 


An analysis of the Tell-All principle of industrial 
advertising copy for those who take it literally 


@ WE WERE TALKING (Mr. 
Crain and 1) to a group of earnest 
juniors of the Cleveland NIAA chap- 
ter about the why’s and wherefore’s of 
the 1941 business paper advertising of 
Aluminum Company of America. We 
were experting. You know how such 
discussions go. You get steamed up. A 
bit careless. Before you know it, you 
have Said Things. 

To my surprise, I found myself say- 
ing in effect that the Tell-All boys 
would surely turn over in their graves 
to discover the recognition that had 
been given this series of advertise- 
ments, which quite blissfully ignored 
Tell-All principles. 

That was a crack, and an unfair 
one. I apologize for it to all the 
fathers and all the promulgators of the 
Tell-All movement. 

The truth is that many of the prac- 
titioners of Tell-All baffle me. They 
vidently believe the slogan to mean 
xactly what it says. They evidently 

ive mistaken the facade for the 
ramework. 

Some of these would lead me to 

ink that the full title of the move- 
vent is: Tell All There is Space For. 

he disciples of this definition have 
me nobly in their efforts to get the 
iximum number of words on the 
ige, but they still have some distance 

» go in this direction. I’m told that 

e type-founders continue to cast 

ir point type, and although they 

Selected by The Copy Chasers as the 

istrial Advertising Man-of-the-Year 


1941 for his outstanding copy for Alu- 
im Company of America. 





hand.” 





@ “AN IMPORTANT TURNING POINT in an advertising man’s career 
is the day when he discovers that readers are.every bit as intelligent as we 
writers are. It is a disturbing truth. 
knowledge of our products as we do, but they bring as much intelligence 
to the reading of our message as we do to its preparation. Being intelli- 
gent, they seek knowledge. And they want it presented intelligently; that 
is, with discrimination, with understanding of the readers’ time limita- 
tions, with respect for their reasoning capacity, and with awareness 
of their problems. Being also human, they want it presented inter- 
estingly, which is neither a command for cuteness on the one hand, 
nor a demand that your subject be expanded into a catalog on the other 


Readers may not have as much 








have little call for this size at present, 
they are keeping their matrices on 
hand in the hope that this partic- 
ular sect of disciples will carry 
their beliefs to the logical conclusion. 
After all, there would be room for two 
or three more detailed specifications 
in each advertisement if one were to 
drop from six to four point type. This 
is a further refinement in technique 
which should bear investigation. 
Again, there are some disciples who 
by their deeds would lead one to think 
that one should always Tell All One 
Knows About the Product. They al- 
ways leave me wondering what on 
earth can be said next time. They 
manage to make me doubt my own 
experience, which has been that the 
men and machines which have most 
impressed me with their worth are 
those which gave the distinct impres- 
sion of having something held in re- 
serve. This interpretation of Tell-All 
leads one into the catalog principle of 
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writing copy, which is, of course, al- 
ways a comfortable formula to follow. 
It makes the writing of advertising a 
relatively simple job of collating, and 
avoids the exquisitely racking labor of 
thinking. 

To be caustically critical of these 
literal interpreters, Tell-All could 
mean all the bad as well as the good. 
There have been quite acceptable prod- 
ucts which inadvertently got shipped 
with unintended lumps in every third 
or fourth barrel. There have been 
quite useful machines which had ad- 
justing levers placed in very inacces- 
sible locations. Must we tell these 
things, too? 

Nothing in this world is quite per- 
fect. Our delightful ability to over- 
look the mole on our dear sweetheart’s 
face is neither blindness nor dishonesty. 
It is discrimination, a quality which is 
not implicit in the Tell-All slogan. 
What has baffled the literal-minded 


(Continued on Page 98) 
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By C. H. GALLAWAY 
Safety Division 


American Optical Company, Southbridge, Mass. 





American Optical Aims to Save Sight 
of the Soldiers of Production 


Campaign places eye-injured workers and wounded 
soldiers in same category; offers plant surveys 


@ FOR more than a hundred years 
the American Optical Company has 
manutactured optical products for the 
conservation and protection of eye 
sight. This equipment can be classi 
fied in three broad divisions: specta- 
cles, eye-examining instruments—and 
industrial safety products, the subject 
of this article. 

Betore 


procedure for 


describing our marketing 


satety products, a 


few facts should be known. First, 


we sell and distribute such va 
ried safety equipment as safety gog 
gles, respirators, face shields, welding 
helmets, first aid kits, and safety 
clothes—in short, complete protection 
from head to ankles. Our facilities 
tor protecting industrial workers can 
therefore be considered extensive. 

Next, is there a definite need for 
this equipment in industry? Let me 
cite a few statistics. In 1940, accord- 
ing to a recent and reliable survey, 
8,455,000 man-days were lost through 
eye accidents as compared with 6,700,- 
000 through strikes! Furthermore, the 
estimated annual cost of these eye ac- 
cidents to industry approximates $50,- 
000 ,000—a huge economic loss, and 
one largely preventable through the 
idoption and practice of an adequate 
safety program. 

For many years the theme song of 
American Optical Company's promo 
tional efforts in the field of safety has 
been: “Eyes Are Expensive Targets!” 


The preceding statistics prove the 


point. However, invaluable though 
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this slogan may be, it has now been 
replaced, because of the war, by an 
even more important theme: “Pro- 
tect the Eyes of Our Soldiers of Pro- 
duction!” 

In brief, eye accidents assume an 
even greater significance due to impact 
of war. And that applies likewise to 
other types of industrial accidents. 
Every accident—no matter how minor 
—interrupts production. And any in- 


terruption of war production shoves 


ee 








Serious blows to Victory 
WOUNDED SOLDIERS 
AND EYE-INJURED WORKERS 


BD fe ere (mated at Somtborndge Mae. 


Keeping man-power on the production line 
by elimination of eye injuries is the goal of 
the current American Optical Company 
campaign now running in a wide list of in- 
dustrial publications. Plant operators are 
urged to have the AO safety representative 
make a plant survey for recommendations 


farther away that victory we must 
win. 

So, we have a truly significant story 
to tell, a theme that endows with 
meaning our marketing program. Over 
a period of time we have developed the 
following steps to convince manage- 
ment and safety directors of the value 
of American Optical safety products 


The philosophy behind 


these services may conceivably be ap 


and services. 
plied to other types of manufactured 
goods. 

1. A 112-page catalog is available 
—full of information on how to order 
just the right equipment for protec 
tion against every kind of hazardous 
job. Brief, and yet complete, descrip 
tions of our safety products are given, 
thus enabling safety directors to plac« 
Periodically this 


catalog is revised so that all new de 


orders intelligently. 


velopments can be included. 

2. Available also is an important 
service—a plant survey of all possibk 
eye hazards, a program based on the 
survey, and a check-up of the pro 
gram. These surveys are made by 
trained AO. safety 
without cost to customers or pros 
pects. As to the importance of this 
survey service, it should be noted that 


representat ives 


spotting eye hazards is a job for an 
expert, because many eye accidents 
occur in work not normally regarded 
as eye-hazardous. 

3. Constantly we are creating safe- 
ty posters and safety literature for 


our customers. This material, in our 
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Backing up American Optical Company's broad business paper campaign stressing the importance of eye-safety in today's battle of produc- 


tion is a variety of specialized catalogs, booklets, and safety posters. At top center is shown the ‘Eye Protection Guide" and the “Respirator 
Protection Guide" which tell at a glance what types of protective equipment are needed for each kind of hazardous job. At the top right is a 
special study made of the shipbuilding industry. At the lower right is one of many safety posters which are made available for display in plants 


opinion, is very effective in promot- 
ng a successful safety program. In 
this material we demonstrate, by 
words and_ visual presentation, the 
folly of inadequate safety precautions, 
nd the worth in dollars and cents of 
well-planned, smoothly functioning 
ifety program. A recent and inter- 
ting innovation was the preparation 
f a chart talk of eye accident costs 
nd causes, which could be delivered 
y our own men before safety officials, 
by safety directors before plant 
vorkers. 
4. Two unique and very important 
harts have also been prepared: One 
lls at a glance the kind of safety 
oggle each worker needs ona specific 
5; and the other chart specifies the 
rect respirator to wear for each 
spiratory hazard. 
5. An extremely important sales 
omotional step is the designing and 
iilding of informative, dramatic ex- 
bits for display at leading safety 
nventions throughout the United 
tates. AO products are exhibited 


d AO representatives are in constant 


attendance to answer any questions. 
The AO safety exhibit at the last an- 
nual meeting of the National Safety 
Council stopped people because it 
showed an actual welder at work in a 
booth whose windows were made out 
of the same eye-protective glass worn 
by the welder. 

6. Naturally, we supplement all 
these services with an active adver- 
tising campaign. Placed in leading 
industrial and safety magazines, these 
advertisements, we believe, do a real 
selling job by stressing the value of 
safety precautions as well as the rea- 
sons why AO safety products should 
be purchased. 

Our final offer to safety consum- 
ers is the skill, experience, and pres- 
tige behind AO safety products. For 
many years American Optical Com- 
pany has manufactured this essential 
equipment and in so doing has devel- 
oped a craftsmanship that is based on 
experience and backed by never-ceas- 
ing research. 

A brief evaluation of this marketing 
program is perhaps pertinent. Through 
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our many branch ofhces, located in 
principal cities from coast to coast, 
we sell safety equipment. That, put 
ting it frankly, is our ultimate objec- 
tive. On the other hand, we do base 
our sales efforts on the good accom- 
plished by the adoption of a compre- 
hensive safety program and manifest 
our sincerity in this direction by pro- 
viding real services only less impor- 
tant than the actual safety products. 

Apart from the pure mechanics of 
this marketing program, we are in- 
spired by the realization that Ameri- 
can Optical safety equipment saves 
eyes and lives, reduces production 
costs, and, above all, these hectic days, 
contributes distinctly to the success 
of our war efforts. At the risk of 
being considered boastful, American 
Optical Company is deeply proud of 
the privilege of helping protect vision 
during the war emergency. By saving 
the eyesight of an expert machinist, 
the lives of several of our soldiers in 
the field may be spared. And that in 
our opinion is a real American achieve- 


ment. 
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Dissten Conseration Contrel Plan i 


Fanr-visioned Effort 


Program provides entree for salesmen and lays foun- 


@ CONCEIVED as a _ nationwide 
effort cto aid American industry 
achieve the utmost production with 
minimum waste of time, labor, and 
materials, a “Conservation Control 
Plan” has been launched by Henry 
Disston & Sons, Inc., Philadelphia, as 
its major 1942 advertising and sales 
promotion effort. The program is de- 
signed to instruct workmen in the 
correct selection, proper use, and con 
siderate care of tools in order to in- 
sure faster production, better results, 
and longer tool life. The plan con- 
sists of three special services which 
involve individual instruction § cards 
tor the workmen, bulletin board post- 
ers for use throughout the plant, and 
engineering service to assist in the 
proper selection of tools and their 
most efficient application. 

The plan was announced in a long 
list of business papers in January and 
presented to Disston distributors con- 
currently so they could benefit from 
the program. George T. Weymouth, 
chief of the Industrial Salvage Section, 
Bureau of Industrial Conservation, 
OPM, was quick to acknowledge the 
merit of the plan and his statement 
concerning the need for such a pro 
gram is now being used prominently 
in the advertising promoting it. 

With a keen realization of the 
severe shortage of supervisory forces 
in industry today from experience in 
its own plants, Disston felt that an 
udvertising and sales campaign di 


rected toward alleviating the condition 
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dation of good will of value in the postwar period 





This emblem is featured prominently on all 
material in the Conservation Control Plan. 
The center spot is color when two are used 


would be a worthy and _ justifiable 
effort. The situation dictated the 
form of the major part of the pro- 
gram which consists of a series of 
4x6-inch cards bearing concise, prac- 
tical information that will lead to the 
most efhcient and productive operation 
of thirty-five kinds of tools. Each 
card lists possible faults in operation, 
common difficulties, and usual mis- 
takes in practice. The remedy for 
common troubles is briefly and clearly 
stated. The cards make it possible 
for the workman to choose the right 
tool for the job, set it up properly, 
use it sO as to prevent damage, keep 
it in good working condition, and 
perform his work with maximum 
saving of time, effort, and material 
—thus the name, Disston Conserva- 


tion Control Plan. 








It is intended that the cards be 
given to the worker by the foreman 
who can demonstrate how simple and 
practical the cards are, and instruct 
him to keep them handy for reference 
if he has trouble, starts a new job, 
or wants to check up on a regular 
operation. The cards will be supplied 
by Disston free of charge in quanti- 
ties needed by any plant. In addition 
to other supporting pieces in the cam 
paign, lapel buttons are also supplied 
for the workers to carry the conser 
vation idea down to the individual. 
They bear the standard seal adopted 
for the plan in orange and black and 
read “Conservation Serves Everyone.” 

To sell the program, an eighty-page 
booklet, 4'4x6'% inches in size, has 
been prepared which outlines the com 
plete program and also carries repro 
ductions of the entire set of instruc 
tion cards in actual size. The insid 
back cover also illustrates the shop 
posters in miniature, conservation sea! 
stickers for plant windows and walls 
and the lapel button. A business re 
ply card provides an order form fo 
all the supplies needed by a plant. T: 
help in bringing the plan to the at 
tention of their customers, Dissto: 
salesmen and those of its distributor 
are supplied with a portfolio contain 
ing a complete set of the cards an 
the following supplementary materia 
for use in presenting the program: 


] Data on the Disston Conservat 
Control Plan of a promotional nature 
with emphasis on the fact that it was < 
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ived by and is sponsored by Henry 
isston & Sons, Inc 
2. Notice that Disston will supply the 
yntrol cards without cost to all industries 
questing them in any quantities desired 
each of the numbered cards 
3. Material outlining the importance to 
e war effort of using the cards—and 
lling why these cards have a vital place 
the present industrial production set-up 
4. Information on how the plan can 
made of particular value to individual 
ants, and specifically to their individual 
xecutives, plant engineers, superintend 
ts, foremen, etc 
5 Description of the control cards, 
eir advantages in supplying individual 
structions, how to apply them in the 
op, and how to interest the mechanics 
them and in following the instructions 
iven on them 
6. How the use of the cards will aid 
supervision, save materials and time, 
crease efhciency and expand production 
Description of other material which 
ill be available at no cost to user 
posters to aid in employe relations, small 
stickers of the emblem, “Conservation 
Serves Everyone,” ete 
8. Selling material on Disston tools and 
Disston Engineering Service 


Primarily, the control cards have 





bx been designed and developed to pro- 
an mote selling by Disston’s Industrial 
nd Department, of which Walter H. Geb- 
ict hart is sales manager. In detailing 
Ice the program to a meeting of the East- 
ob. ern Industrial Advertisers in Phila- 
lar delphia last month, Mr. Gebhart 
ied explained that tied in with this adver- 
iti tising program, plan, and material, is 
on a well defined sales plan that is coér- 
m dinated in every phase with the ad- 
ied vertising campaign. There are as 
- | 

al. 


Bleed pages in color carrying out the orange 
ed and black scheme of the emblem are used to 
promote the Disston Conservation Control 





















nd Plan. Geare-Marston, Inc., is the agency 
g 

1as 

” A CONSERVATION 
CONTROL PLAN 
di to aid Industry 

op wage war on waste 

>a 

lr 

mn 
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Typical instruction cards which form the prin- 
cipal feature of the Disston Conservation 
Control Plan. The series tells how to get the 
most efficient and productive operation from 
thirty-five kinds of tools and are supplied 
without charge for any number of workers 


many features to the sales plan as 
there are to the advertising campaign. 

“A paramount advantage of the 
plan,” he pointed out, “is the entrée 
it provides for Disston salesmen not 
only to interest plants and distribu- 
tors in Disston tools and to sell them 
Disston tools, but also to sell them 
on Disston engineering service, and 
to sell everyone on the House of Diss- 
ton and thereby to create prestige for 
the Disston name. 


, 


“A feature of our sales plan,” he 


continued, “involves a promotional 
activity. A Promotional Binder con- 
taining a set of the control cards 
would always be left with plant ex- 
ecutives and those heads in charge 
of production and of the mechanics 
in the shops. This will provide an 
excellent executive and department 
head tie-up for Disston all along the 
line in plants everywhere that would 
not be easy to obtain in any other way. 

“The employe relationship aspects 
of the plan in the industrial field are 
A detailed plan has been 


adopted promoting this phase of the 


numerous. 


plan, which of course is independent 
of our advertising or selling set-up, 
but codrdinated in the whole. 
“Posters merchandising the Conser- 
vation Control Plan to our own em- 
They will 
stress particularly the conservation of 
materials. These will be offered for 
use in our customers’ plants and plants 
generally. They will be offered free 
in our advertising, by Disston sales- 
men, and direct mail. This campaign 
will be directed to interesting employes 


ployes will be provided. 


in conservation of vital materials, con- 
tributing to the war on waste, saving 
tools, increasing production, reduction 
of spoiled work. 

“We shall not overlook the excel- 
lent public relations for our company 
which can be developed by the pursuit 
of the plan, including both employe 
relationship and public relations. All 
of the material which is a part of the 
plan will be used for selling Disston 
products through trade schools, and 
also as educational units for use by 
the trade schools. 

“The emblem shall be made to be- 
come, in so far as it is possible, the 


(Continued on Page 88) 
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E.CIFFORD. 


HUDSON,NY. 


This card, slightly smaller than today's car cards, was the start of Gifford-Wood adver- 
tising back in 1814. It was posted on Hudson River packets, at docks, and in agents’ offices 


Gifford -Weod Aduertising Ha 
Continuous for 126 Years 


HUDSON ATR FURNACE. 











Belief that advertising is essential to business con- 


tinuity still 


@ HANGING in an office of the 
Gifford-Wood Company at Hudson, 
N. Y., is a group of oil paintings of 
austere personages who were former 
sideburns, 


presidents. Some have 


some beards—all are Giffords or 
Woods, since there has never been a 
president outside the two immediate 
families. Before these portraits sits 
the present incumbent, Benedict Gif- 
ford, a younger man than most of his 
predecessors, but nevertheless a fol- 
lower of the same business traditions. 

To the uninitiated it might appear 
to be a hardship to have to sit be- 
neath the eyes of these stern visages 
day in and day out—but to those who 
know the past and present practices 
of all Gifford-Wood management for 
over a century and a quarter it is an 
inspiration. Every Gifford and every 
Wood, from the very start of the 
business, has not only been a depend- 
able manufacturer, but a firm believer 
in salesmanship and advertising as 


Ww ell. 


To any advertising man, and espe- 
cially one associated with industrial 
advertising, this office should almost 
seem a shrine because Gifford-Wood 


started advertising in 1814, and has 
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By IRWIN W. TYSON 


O. S. Tyson and Company, Inc., 
New York 


advertised consistently since. For 128 
years this industrial firm has built a 
weathered wars 


name and prestige, 
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Gifford-Wood Co. 
1906 


The growth of the Gifford-Wood business 
and expansion of ice industry may be seen 
in these early pieces of business paper copy 

















prevails with this pioneer manufacturer 


and depressions, kept customers and 
won new ones—through consistent 
publicity! 

There is romance connected with 
the Gifford-Wood business growth, as 
well as with its advertising continu- 
ity. Starting in 1814 with the pro- 
duction of castings and metal work, it 
was first known as The Hudson Au 
Furnace and _ E. Gifford’s Iron 
Works. Then, as the demands for ice 
increased in the nearby growing me- 
tropolis of New York and large ice 
houses sprung up along the upper 


Giftord-Wood went 


into the manufacture of tools and 


Hudson River, 
machinery for harvesting natural ice. 
This later expanded into artificial ice 
equipment as natural ice went out. 
From ice handling equipment another 
logical step was into retail coal han- 
dling equipment—not only as a con 
plementary business where muc 
similar equipment could be sold at 
different season of the year, but | 
cause many dealers selling ice in 
summer sold coal in the winter. 
Today, after 128 years, Giffor: 
Wood’s main business is in the san 
ice and coal fields, and it is a lead 


in both. But to the products of the 
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lds have been added still others, 

stly in the materials handling lines 

such fields as rock products, power 
ints, general industrial, etc. In fact, 
prove the progressiveness of this 

m, even under present conditions, 

e company recently issued one of 

e first industrial catalogs dealing 

th conveying systems for handling 

fra-red drying. 

Thus, while today the firm still 

ikes and sells ice cutting and han- 
dling equipment for the outdoor 
ponds in the back country, it also 
manufactures the most modern ice 
scoring equipment for the city ice 
plant. While it still manufactures 
bulk conveying machinery for the re- 
tail dealer’s coal pockets, it also pro- 
duces specialized machinery for the 
most up-to-date industrial installa- 
tions. Through 128 years it has con- 
tinued to dominate on certain equip- 
ment to selected fields, yet has spread 
its markets to meet modern manufac- 
turing conditions. With increased 
plant capacity, improved production 
machinery, and more modern design, 
it has retained its reputation and skill 
in manufacture. 

Because the owners of this busi- 
ness have always believed in advertis- 
ing, and used it, hundreds of samples 
of their publicity efforts have been 
kept. To review these and select sam- 


ples for this magazine’s readers is 


SHORTAGE OF MAN-POWER! 
Do it mechanic ~ with GIFFORD-WOOD oe gemed 


— =. 


























Ths current copy of Gifford-Wood Company 
s cesigned to show how the company’s line 
e equipment will solve the problem of 


o 


mo -power shortage by illustrating the ap- 
P ation of various types of equipment in 
the ice house. The number of the bulletin 
3 "g complete information on each piece 

cluded in the captions, thus making it 
€ for the prospect to write for details 
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Typical Gifford-Wood catalogs covering its ice equipment line. Similar pieces are issued 
for the infra-red drying equipment as well as a general catalog of over 100 pages deal- 
ing with equipment for handling bulk and packaged materials. Notice the family resem- 
blance in the design of these books; blue is the second color for the ice equipment line 


much like visiting a large art gallery 
and choosing a few outstanding works 
which should be of interest to a gath- 
ering of art lovers. There seems to be 
an interesting story in every example! 

Due to its naive wording, the first 
Gifford is 
perhaps the most interesting piece. 
This appeared in 1814, was slightly 


advertisement run by E. 


smaller than today’s car card, and 
was displayed on the Hudson River 
packets, at landing docks, and in the 
few agents’ offices in principal indus- 
trial centers. It is reproduced here- 
with, but due to the wording of the 
small type it is worth reprinting: 


The Proprietor having recently enlarged 
and improved this establishment, would in 
form the public that he is prepared to 
execute all orders for any quantity or de 
scription of Iron Castings, with prompti- 
tude and despatch. The work is warranted 
to be equal in strength and durability, to 
any manufactured in the State. In addi 
tion to Wheel and Pulley Patterns, he 
has a large assortment of Plough Patterns; 
Patterns for Potash and Cauldron Kettles, 
Power Loom, Spinning and Dressing Ma- 
chines, and for most kinds of Cotton and 
Woolen Machinery in use 

He keeps constantly on hand Bark 
Mills; Bark, Corn and Plaster Crackers; 
Potash and Cauldron Kettles; Paper Mill, 
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Hay Press, Clothiers and Cider Mill 
Screws; Sleigh Shoes and a large and 
general assortment of Plough Castings 

Brass Castings made to order. 

For sale, also, Pig and Scrap Iron and 
Picton Coal 

Castings delivered at the principal land- 
ings on the Hudson River tree of charge 

Patterns made to order 

The dimensions in this List are meas 
ured from the patterns. The diameter of 
the wheel cast will be 1-8 of an inch per 
toot less 

Next is shown a typical advertise- 
ment used at the beginning of the 
20th century when ice houses were 
just getting nicely started. Then fol- 
lows another ice harvesting advertise- 
ment of several years later when the 
natural ice business began to reach its 
full growth. The illustrations and 
general character of these two adver- 
tisements reflect the growth of the 
industry. 

Following these came an amusing 
series of “card” advertisements run 
in leading publications featuring for 
the most part prominent plays of the 
period (1913). Evidently the person 
in charge of publicity at this time 
was dramatically inclined. 

In 1924 the initial step seems to 
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View of the new reception room at the plant of Timken Roller Bearing Company, Canton, 
Ohio, showing three built-in permanent display cases exhibiting the company's main products. 
To conform to government regulations which bar visitors who are not American citizens 
from factories or offices of companies engaged in war work, two private interviewing 
rooms were added so that necessary conferences with such persons may continue to be held 


have been made to actually organize 
the advertising effort, and an agency 
was retained for the first time. A 
standard signature appears, full pages 
of more modern design were used, and 
improved equipment shown. How- 
ever, a few unusual items still appear. 
In one advertisement a new trade 
character was introduced and, believe 
it or not, he was called “Doc Repairs” 
—surely a poor bit of publicity for 
a firm claiming to make equipment 
requiring no repairs, but luckily soon 
killed since it appears only a few 
times. Again in the coal field publici- 
ty, a contortionist dominates on one 
page and a man with a lawn mower 
on another! 

Early in 1930, however, a further 
improvement is shown with a distinct 
separation between the styles of the 
ice and coal advertising, with more 
modern looking design, and in most 


instances the use of color. 


Since then Gifford-Wood 
tising has kept up with the trend of 


adver- 


industrial publicity elsewhere and, al- 
though the company has never been 
outstanding as a large user of space, 
it has consistently used sufficient space 
to carry on its name and prestige, in- 
troduce its new products, and increase 
its sales. 

No advertising story of this com- 
pany’s publicity would be complete 


without reference to its catalogs. 
These, too, like the publication ad- 
vertising, show an _ interesting his- 
torical growth. 


Rather ancient pamphlets on “How 
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to Harvest Ice” lead up to one pro- 
duced in 1914 for the company’s one 
hundredth anniversary entitled “The 
Men and the Service.” 
general catalog of 479 pages of what 
now looks like old-fashioned equip- 
ment and which was described later 


Later came a 


by one of the executives as “already 
obsolete at press time.” 

Again in 1930 an improvement was 
also made here, leading to a series of 
well-printed catalogs on various equip- 
ment but each with a distinct family 
Since then folders and 
mail pieces have been adopted, newer 


resemblance. 


catalogs prepared on special products 
for special fields—and once more im- 
proved design, better printing, and the 
use of color predominate. 

The Gifford-Wood Company has 
never used general publications, but 
has built its advertising acceptance 
entirely through trade and business 
publications, plus a judicious use of 
direct mail to certain selected fields. 
While, as previously mentioned, it has 
not been outstanding in the use of 
either space or color, yet the steady, 
consistent advertising effort over so 
long a period has gained attention and 
created interest. Within the past few 
years, for instance, executives of the 
company have been asked to appear 
before many advertising and business 
organizations to outline sales and ad- 
vertising policies; several leading arti- 
cles in business publications have 
dealt with the same subjects; and dur- 
ing a single year ten different business 
magazines told something about this 





advertising in editorial articles reach. 
ing over three quarters of a millio: 
readers. 

Just as industry has changed in thx 
past—and is changing under today’ 
conditions—so has the Gifford-Wood 
Company changed. But through it al 
the management of the company ha 
believed in advertising, and alway 
will so long as salesmanship in print 
is an accepted practice, and produces 
results. A look at the photographs of 
Elihu Gifford of 1814 and Benedict 
Gifford of 1942 shows no marked 
similarity of characteristics on the 
surface, but underneath is still re 
flected a similarity in the belief that 
advertising is essential to business 
continuity. 

In 1942 the company will continue 
its accepted practice. Fifteen business 
publications will be used with full 
pages predominating: some in color, 
some in bleed, and some in both colo: 
and bleed. The copy and layout is 
more “modern” than that of earlier 
times, the publications are changed, 
the products advertised are different, 
but the same name, Gifford-Wood, 
continues to predominate. 

A more modern catalog was pre- 
pared in 1941 and the practice is to 
issue every two years a new one of a 
character which is kept and referred 
to by leading engineers interested in 
this class of equipment. Bulletins on 
special products are issued regularly 
as new designs render previous equip- 
ment obsolete, or as new equipment 
is designed. All ice equipment bulle- 
tins are printed in black and a “cold” 
blue; while in contrast bulletins on 
Infra-Red drying and baking equip- 
ment are printed in “hot” reds and 
yellows. 

A concrete indication of the com- 
pany’s continued endorsement of ad- 
vertising as a necessary selling force 
is the fact that its 1942 appropriation 
for publication advertising is more 
than double that of 1941. 

The 1942 advertising will continue 
to be distinctly selling copy. In the 
fields cultivated by Gifford-Woo 
there is still ample opportunity to s 
in competition for orders placed 
buyers holding adequate prioriti 
The postwar era is also kept in mi 
and it is believed that straight selli: 
copy can materially aid in helping 
make potential customers want G 
ford-Wood equipment until they « 
get it. 
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PERHAPS Prestite 1S THE ANSWER TO 
SOME OF YOUR PRIORITIES PROBLEMS 


Wrar Ss PResTiTEe? 





ay 





Ww ARE (TS CHARACTERISTICS? 








active, yet factual, folder was the first product literature prepared for Prestite. Although it tells the complete story as to its properties and applications, another folder 
e been prepared which gives the same information in the form of twenty-five questions and answers based on the most common questions included in inquiries, thus 
ng handling of correspondence by anticipating specific questions. The latter folder, while intended primarily for salesmen, is also distributed by them to customers 


Ausiding the Curious in Launching 
a New Product 


How Westinghouse introduced Prestite with a campaign 


designed to uncover the market but avoid “lookers” 


@ IN FEBRUARY, 1941, Westing- 
house announced a_ revolutionary 
porcelain development to the elec- 
trical industry. This new product 
was named “‘Prestite” and it combined 
ll of the best qualities of conven- 
tional “wet” and “dry” process porce- 
ains. Briefly, Prestite could be mold- 


ed into intricate shapes previously pos- 


ble only in “dry” process porcelain ; 
et it possessed the exceptional electri- 
al characteristics inherent in “wet” 
‘rocess porcelain. 

We knew that such ideal combina- 
on of electrical quality and intricacy 
f design foreordained Prestite to make 
mmediate inroads in the electrical 
orcelain market. And it did. 

But what we did not realize, at that 
me, was that Prestite would find ap- 
ications where formerly _ plastics, 
teel, iron, and other materials had 
een used. 

Increasing shortages of critical ma- 
rials in the national defense effort 
irly last summer caused a sudden re- 
ization that Prestite had far greater 


By J. M. McKIBBIN 


Manager Advertising and Sales Pro- 
motion Department, Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, Pa. 


potentialities than originally foreseen. 

Prestite was being applied success- 
fully to such unusual applications as 
valve seats for high speed pumps, sand 
blast nozzles, coffee grinder plates, and 
water cooler storage compartments— 
all non-electrical applications. 

These unusual applications of our 
ceramic plastic were developed by 
Westinghouse application engineers 
who discovered that Prestite electrical 
characteristics could be interpreted in 
terms of high mechanical strength. 

To the advertising and sales promo- 
tion department and our agency fell 
the responsibility to first locate and 
then develop this new market now esti- 
mated to be $50,000,000. 

After careful study of the various 
phases of the market picture, the first 
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advertisement took the form of a let- 
ter—an open letter to industry. [See 
IM, Feb. *42, p. 92.] Its heading was: 

Only One In a Hundred Men 

Will Be Interested in This Letter 

Are You that One? 

Ten days after the first appearance 
of the ad, we had received 350 in- 
quiries. If we whimsically conjecture 
on the heading, 350,000 men read the 
ad—or at least that’s a story we are 
bound to get from the business pa- 
pers. ... 

In laying plans for this year, we 
agreed that design and electrical en- 
gineers were the main objectives. Our 
story to them had to be factual and 
certainly not high pressure. Yes, we 
wanted to sell Prestite but we wanted 
to avoid curiosity inquiries. Our sales 
and engineering organization, like ev- 
eryone else’s, is too busy to handle 
anything but genuine requests for as- 
sistance. 

Our hopes were realized when the 
inquiries began to pour in. Letter- 
heads? Ninety-eight per cent . . . over 
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Product copy for Westinghouse's new Pres- 
tite molded porcelain covers practically all 
features so as to interest possible users, but 
at the same time avoid inquiries from those 
who cannot use it. Availability is stressed 


ninety per cent were from directors, 


presidents, vice-presidents, general 
managers, chief engineers, etc. 

When the inquiry arrived, a four- 
mailed 


page descriptive folder was 


from this department; the original 
was then forwarded to district sales 
and engineering for follow-up. 

Although Prestite is performing a 
substitute function today, it definitely 
will be a valuable material in the post- 
war era. Consequently, our 1942 ad- 
vertising continues in the same media, 
bringing new information to those in- 
fluential buying factors in the market, 
publishing information on develop- 
ments accruing from Prestite experi- 
ence. 

Proper education of the salesmen is 
tremendously important to successful 
development of the potential market. 
Our salesmen were thoroughly conver- 
sant with Prestite electrical applica- 
tions, but like all of us, had a lot to 
learn about the limitations—the boun- 
daries—of molding with Prestite. 

Three weeks after the appearance 
of the letter-ad, our first, the first 
500 inquiries had been received. We 
agreed that a follow-up folder sum- 
marizing newly gained experience 
would be helpful to our district sales 
organization in opening negotiations. 
This four-page folder contained twen- 
ty-five most frequently asked ques- 
tions and the correct answers. Al- 
though this folder was intended pri- 
marily for our salesmen, plenty of ex 
tra copies were printed to enable the 


salesmen to hand out copies while call- 
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War Plan for Mining Equipment Field 


@ IN AN EFFORT to get the War 
Production Board to allocate sufficient 
materials for the manufacture of min- 
ing equipment needed to extract the 
basic raw materials required for the 
Victory program, Coal Age and Engi- 
neering & Mining Journal are suggest- 
ing that three inventories be made to 
show the needs of the industry. The 
surveys are as follows: 

1. Manufacturers of machinery, 
equipment, and supplies used for ex- 
traction, recovery, and processing of 
the strategic war minerals, and who 
have not already done so, should (a) 
promptly determine on which prod- 
ucts, and in what types and sizes, they 
will concentrate their manufacturing 
facilities for obtaining maximum out- 
put; (b) tell mining men and their 
mine supply outlets promptly what 
these products are. 

2. Operators of all strategic war 
mineral producing mines and plants, 
who have not already done so, should 
in turn (a) analyze the manufacturers’ 
war production lines; and (b) estimate 
their requirements and advise each 
manufacturer, or their mine supply 
house sources, the specific amounts of 
equipment, supplies, and materials they 
will need for meeting their 1942 and 
1943 production schedules. 

3. Each manufacturer who has not 
done so should totalize these opera- 
tors’ estimates of their 1942 and 1943 
requirements so that planning for max- 
imum necessary production of mining 
machinery, and supplies 
will have no bottle necks. 

With this 


the industry will then be in a position 


equipment, 


information available, 


ing on customers. We have empha- 
sized to our salesmen, engineers, and 
specialists, that the more than 500 ad- 
vertising inquiries distributed to them 
do not represent the total available 
market—that they are the only “hot- 
test” prospects. 

We are grateful to Prestite for more 
than the business it will bring West- 
inghouse. It afforded us an opportu- 
nity to help establish new, and main- 
tain old, customers by offering a sub- 
stitute material in these critical times. 

The Prestite literature that has al- 
ready been prepared is not so complete 
and thorough as we would like it to 
be. But all known facts have been 
published. Our next step is to produce 
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to go to the WPB Mining Branch with 
a definite program of operation on 
which necessary materials may be al- 
located. 

Wartime Advertising Copy 

The publications are also passing 
along to manufacturers serving the 
mining industry a number of sugges- 
tions for advertising copy during the 
war period, based on field surveys 
which may also be applied to other 
fields. These include the following: 

1. Tell what your products and 
services can do to help meet the min- 
ing industry’s war objectives. 

2. Tell how to get maximum pro- 
duction and results from your equip- 
ment now in field service—especially 
if subjected to overloads or double or 
triple shift duty. 

3. Tell the best practices you can 
recommend for maintenance, repair, 
and inspection routine—especially on 
key equipment now facing extreme 
overloads in untrained hands. 

4. Tell what to do if unavoidable 
breakdowns occur, or if substitute ma- 
terials must be applied in place of 
standard renewal parts. 

§. Tell how to get along without 
your products, temporarily, if the 
“best you can do” isn’t enough. 

6. Tell about any new materials 
and substitutes for others now more 
vitally needed elsewhere. 

7. Tell how to get today’s wartime 
job done, whenever possible, with post- 
war considerations in mind. 

8. Refer to your products listed in 
catalogs, giving types and sizes avail- 
able, and page numbers where shown. 


a detailed analysis of Prestite mechani- 
cal and chemical characteristics—to 
be prepared from laboratory test data 
now being made by our research lab- 
oratories. An accurate record of in- 
quiries has been kept and our district 
sales promotion managers will mail 
copies of the test data to all inquirers 
as well as vertically to a large number 
of industrial groups. 

You probably wonder if any tan- 
gible inquiries have resulted so soon 
after the start of our campaign. The 
I can tell you that 
negotiations are underway for new 
business totalling well into six figures. 
And this business is only the begin- 
ning. ... 


answer is “yes.” 























By MARY C. BECKMAN 


Assistant Sales Promotion Manager 


Irvington Varnish & Insulator Company, Irvington, N. J. 


Making Pullication Aduertisements Deo 


Deulle Duty 


Advertiser finds that mailing pieces made of publica- 


tion ads serve to increase returns from both sources 


@ CURRENT ADVERTISING, as it 
appears in publications, can and should 
do much more than merely produce 
those inquiries received through the 
publications alone. It can be used to 
produce direct mail inquiries also— 
and on an extremely economical basis, 
if properly handled. 

Many industrial firms have standard 
reprints made of their advertisements, 
sending these to salesmen, agents, and 
distributors to keep them informed 
of the current advertising effort. 
Many also attach such reprints to sales 
letters in answer to inquiries concern- 
ing a particular product. Some even 
mail reprints to a selected prospect 
List, 

But at its best the standard reprint 
s an “ordinary” sheet commonly 
ised by a great many firms with little 
interest-getting value so far as un- 
sual or attractive presentation is con- 
erned. Its most practical features 
re ease of preparation and cheapness 

production. 

Early in 1941 Irvington Varnish & 

isulator Company started using a 

print method slightly different than 

1¢ usual form but practically as easy 
prepare and as inexpensive. 

This consisted of a series of self- 

uiler folders, each showing on the in- 

le the reprint of an advertisement 

t the outside fold bearing an at- 
ntion-getting heading, with a build- 
) message on the next inside fold. 
[he accompanying _ illustration 
ws the outside fold (address side) 


of one of the eight folders in this 
series. A small drawing is used with 
a catch-heading, a different color be- 
ing used for each piece. The same 
drawing and heading is carried to the 
first inside fold where an additional 
build-up message is used. Then comes 
the publication advertisement on the 
inside, while on the back (when fold- 
ed) the Irvington addresses and agents’ 


phones and addresses are listed. The 








illustration shows these elements of 
one folder. When the advertisement 
used is not a full page, a box con- 
taining pertinent information or data 
is inserted to help fill the space. 
These folders are designed and pro- 
duced by our agency, O. S. Tyson 
& Co., Inc., and are delivered in bulk 
to Irvington’s advertising department, 
where they are released at the proper 
(Continued on Page 90) 
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GET TOGETHER ON GENERATOR INSULATION 
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Typical mailing folder made with business paper ad as nucleus. It has been found by 


Irvington Varnish that the attention-getter on the address side, a tie-in on the inside fold, and 
the listing of branches and disttibutors with addresses and phone numbers on the back is 
more effective in getting results than sending out advertisement reprints without these features. 
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@ SPARKLING with sales engineer- 
ing in print, the Link-Belt P.I.V. Gear 
catalog is a modern sales-making in- 
strument that concisely, clearly, and 
completely describes the product, 
shows its many uses, and gives the rea- 
sons why it will pay a buyer to select 
this speed-changing mechanism. 

Ever since Link-Belt started mar- 
keting the P.I.V. Gear in 1929, data 
have been continually collected—data 
which would help the man in charge 
of plant production more quickly and 
accurately to select the type of P.LV. 
Gear best suited for his particular job. 
Desirous of utilizing the best material 
from older publications on the product 
ind presenting it with new informa- 
tion, in an attractive manner, Link 
Belt’s advertising manager, Julius S. 
Holl, decided that a new book, though 
more costly than 


somewhat simply 


book, 


would do a more effective telling and 


making additions to the old 
selling job. 

Every step in sales sequence, organi- 
zation of material, and technical in- 
formation was planned before a single 
piece of copy or page layout was 
started. 

Che preferred sales approach was de- 
cided upon by questioning potential 
buyers, studying what had been done 
by Link-Belt and competitors in the 
past, and utilizing every possible 
source of information on mechanism 


of this kind. 
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The cover itself tells a pretty com- 
plete story of what the P.I.V. Gear is, 
what it does, and the feature that dis- 
tinguishes it from other makes of 
speed changers. 

The outward appearance of the book 
(page layout and typography) is func- 


Readability and 


and understandability of technical in- 


tional, not artistic. 


formation are given preference. 

The plan of the book is such that 
it may be enlarged or reduced to any 
reasonable extent without impairing 
either the basic plan or the clarity of 
the presentation. This feature practi- 
cally insures that the book will last 
as long as the present design of the 


mechanism. 
The book is divided into five distinct 
parts: 


1. WHAT THE P.1.\ 


Operating 


GEAR IS 
Advantages, Design 
Various Parts, 


includes 
Principles, Functions of 
and Types Available 

2 HOW TO SELECT THE RIGHT 
P I \ GEAR a section devoted to 
General Information on How to Buy, all 
irranged in the most convenient sequence 

3 WHAT THE P.LV. IS DOING 
FOR OTHERS 81 installation photo 


graphs of the P.I.V. Gear at work in va 
rious industries (separated according to 
industry )} 

4. HOW P.LV. GEAR IS BUILT 


a 4-page picture story of Manufactur 
ing of Link-Belt P.I.V. Gear 
5. OTHER LINK-BELT POSITIVE 
DRIVES, a S-page presentation of re- 
lated products for the positive mechanical 
transmission of power 





from the opening pages of the Link-Belt P.I.V. Gear catalog graphically present the operating advantages and design principles of the equip 
at the left is intriguing and leaves nothing to the imagination. The line diagrams at the right also tell a story to engineers in their own lang 


Link-lelts Modern Catalog Te 


In other words, the logical sequence 
—a sequence that could well be fol- 
lowed by other industrial catalog 
builders—is this: 

First, you tell your prospect what 


Then you 


tell him just what results can be ob- 


you're going to talk about. 
tained. Next explain in detail how the 
mechanism works, what makes it dif 
ferent from similar equipment, what 
types are available, what the functions 
and features of the various parts are, 
and what accessories are needed or rec 
ommended. 

Now that he has the information on 
what can be had, tell him how he can 
buy it. Link-Belt’s catalog makes this 
easy for the buyer by presenting all! 
selection data in concise, easy to un 
derstand form. And now that he has 
“bought” the mechanism, show him a 
few more reasons why he should be 
proud of his selection, not only be 
cause leaders in his and other indus 
tries are using this same equipment to 
meet their production requirements, 
but because every ounce of care 1s 
taken in the manufacture of th: 
mechanism. 

Then it’s possible that he'll need 
some related equipment, so show him 
what you manufacture to go with the 
featured article. Sell him the bread 
first, then tell him that you also make 
good jam. 

Last but not least, be sure to tell 
him where he can buy the equipment 
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needs. The spread at the right tells a quality story by showing various parts, 
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THE UNIQUE SELF-TOOTH FITCHING CHAIN 


e spread at the left gives the reader at a glance the complete story of types available and application data so he may visualize how the equipment will ‘it 
explaining their construction, 
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and something about their particular functions 
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ese two spreads illustrate the method of showing how to select the correct equipment. 


e how the information is condensed in tables for convenience. The data contained 
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spree the left is typical of how the reader is shown what the P.I.V. Gear is doing for others, various industries being given a page or more, includ- 
The manufacturing story is told in a series of pictorial pages, as in the next page; 


ghty-one installations. 
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Note that the page at the extreme left tells how to use the tables; 
in the spread at the right required four pages in a previous catalog 
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then a presentation of related items 
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by A. N. GREGG 
Editor, "New Equipment Digest" 


Haw Editers Want New Product 






ullicily Items Prepared 


Broad survey provides guide to most acceptable form 


@ CAN a reasonable formula be de- 


veloped for guidance in preparation of 


new product releases? In order to find 
an answer to this question a determi- 
nation of preferences of business paper 
editors as to form, style, and content 
of new product releases seemed to be 
indicated. The results may serve to 
lighten the so-called “load” of those in 
charge of selecting, preparing, and 
: 

publishing new equipment items. At 
the same time, the data secured may aid 
manufacturers, advertising agencies, 
and publicity bureaus in the prepara- 
tion of acceptable releases. 

Because one individual’s opinions on 
this subject would be full of loopholes, 
editors of representative business pa- 
pers in over sixty industrial classifica- 
tions were asked to contribute their 
preferences. Questions asked are given 
in the accompanying chart which also 
shows a tabulation of the final find- 
ings. It is interesting to note that 
eighty-seven per cent of the editors 
approached supplied the requested in 
formation. 

It must be remembered that we are 
attempting to derive an over-all picture 
to be applied generally, and that the 
findings are not a cure-all or sure-fire 
guide to getting news releases pub- 
lished. The results are a compilation 
of preferences only. As such, they in- 
dicate a rational approach in creating 
a form of news release which should 
be acceptable to a majority of editors. 

A quick glance through the ques- 
tionnaire gives a picture of the intent 


and scope of the questions asked. Study 
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and style for new product releases to business papers 





of the charts based upon compilation 
of returns presents some rather axio- 
matic, as well as some unusual, data 
which is summarized in the latter part 
of this article in the form of suggest- 
ed news release form and content. 
Of those publications receiving ques- 
tionnaires ninety-two per cent have 
regular sections devoted to announce- 
ments or descriptions of new industrial 
or commercial equipment, new cata- 
logs and literature, and new processes 
or materials. An additional six per 
cent publish this type of information 
scattered throughout the book—in 
other words, they do not allocate 
this material to any specific depart- 
This gives a potential “mar- 
ket” for new equipment and similar 


ment. 


releases in ninety-eight per cent of 
industrial magazines. This is a prof- 
itable market for the sale of equip- 
ment, development of future business 
or markets, and discovery of un- 
thought of applications for products 
which were designed for a known spe- 
cific function. 

Going into the matter of form for 
releases, it is found that the preference 
for originally typewritten copy is ex- 
pressed by thirty-eight per cent of 
editors, although thirty-six per cent 
say they have no preference so long as 
the releases are in readable form. That 
carbon copies should not be used is 
evidenced by the fact that only one 
per cent of the editors consider them 
acceptable. 

There was a general expression of 


opinion on the part of many editors 


ly 


that news releases should be sent on 
to papers having circulation in the log 
ical market of the product being pub- 
licized. In other words, it is waste 
of paper, postage, and time to send 
releases on products to a magazine 
which covers a field entirely foreign to 
that in which the product could be 
used. It is illégical to suppose that an 
editor of a machine tool paper would 
give more than a casual glance at a 
release describing a paper-making ma 
chine. Editorial space is too valuable 
to fill up with news of products for- 
eign to the interests of a magazine's 
logical readers. The sender of the re 
lease will receive far greater editorial 
attention by exercising the same de- 
gree of care in selection of media for 
news releases as is used in the determi 
nation of the proper advertising media. 
Too often it is obvious that the news 
release was broadcast to all publica 
tions regardless of the product’s appli 
cation. 

Releases should be prepared with a 
full understanding of the field covered 
by the magazine to which the releases 
are sent. In writing a description ot 
a machine which may find application 
in metal working, mining, and textilk 
plants, slightly different versions ot 
the description should be prepared fo 
Editor 


whic! 


papers in each of these fields. 

soon recognize news releases 
have been carefully 
which are directed to the field covered 
by their specific publication. This wa: 
clearly indicated by voluntary com 


prepared and 


ments ef editors in the survey. 
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Arranging the content or “what 
nformation should be included in new 
roduct releases?”, in order of impor- 
cance are: (1) application; (2) fea- 
ures; (3) size or capacity; (4) oper- 
iting cycle; (5) construction; (6) 
design details; (7) full specifications; 
8) price range. It is rather interest- 
ing to note that only twenty-two per 
cent of editors believe that price range 
is important. There are two explana- 
tions of this. If the product does the 

desired job for a user, price is relative- 
ly unimportant. If a prospective pur- 
chaser is interested, he can easily se- 
cure price and more specific details 
from the manufacturer. 

The fact that seventy per cent of 
editors prefer to receive complete news 
releases which are ready to use with 
but slight editing might indicate that 
they are seeking the easy way out. On 
the other hand, if a complete release 
is received, which has been prepared 
by a writer who knows the product, its 
application, and how it works, there 
should be little to be added by any en- 
terprising editor, other than adapting 
it to the style and readership of his 
magazine. Many of those preferring 
complete releases also want catalog 
sheets and performance records at- 
tached to the regular release. 

The importance of good illustrations 
cannot be stressed too highly. There 
seems to be no decided preference for 
a picture showing a product in actual 
use as compared with one showing 
only the product. However, the neces- 
sity of clear pictures, or good half- 
tones or etchings was brought out by 
comments regarding illustrative ma- 
terial. 

\ slight majority, fifty-two per cent, 
prefer to make cuts to fit their own 
needs from photographs which are 
sent with releases. Forty-five per cent 

quest cuts made to specifications in- 

nded to fit into editorial make-up 
id for best reproduction on the paper 
ed by the particular publication. The 
ct that only three per cent prefer to 
ceive cuts simultaneously with re- 

‘ses would indicate that this is waste- 
«| practice. It was found that thir- 

three per cent charge for making 

ts used in new equipment items 
ile sixty-seven per cent do not. 

New product and new literature re- 

ses should be addressed, in general, 

the magazine, attention of the edi- 
by title or name. This method is 
ind acceptable by ninety-one per 

t and preferred by eighty-three 








Editors’ Preferences on New Product Publicity Releases 


RELEASES 


1. Do you have sections devoted to: 

(a) New equipment ......... 92% (d) No specific section........ 6% 
(b) New literature .......... 88% (e) None of this news........ 2% 
Cc) FOO SUOREEEES oo occ ccccns 52% 

2. What form of news release on new products do you prefer to receive? 
(a) Originally typewritten...... 38% (d) Mimeographed ........... 8% 
(b) No preference ........... 36% el eee 5% 
SC) IND, xn ekennsotes 9% pet 2 ee 3% 

3. What information should be covered in new product releases? 

(0) FD. oc nwcnsacyear 94% (jf? 64% 
ie BNE. ve ca cae 0deksawe 86% CEP BOO GUIEED 6c baadecss 62% 
CC) BOOS GT COMRGIM. « ccs 86% (g) Specifications ........... 44% 
ORe MeN, i 5 acd weve ceews 12% Se UE ED pe wisceeteckus 22% 


4. What style of release is most acceptable? 
(a) Complete release ready for (c) Catalog sheets only....... 9% 
use with slight editing.... 70% (d) No preference .......... 4% 
(b) Outline type covering es- 
ORRIN GHD 6 «< civisnaees 17% 
ILLUSTRATIONS 
1. Do you prefer to: 
(a) Make cuts from photographs (b) Request cuts made to your 
which are furnished with Se a ee 45% 
ME a awk tua wen eee 52% (c) Receive cuts with news re- 
Oe Ser ee 3% 


2. Do you charge for cuts you make for use with new equipment items? 


Ge Se satan eehee eae ae see 67% Ce DOP stk eceede tween eweuse 33% 
3. Should illustrations show: 
(a) Product in actual use...... 40% (c) No preference ........... 30% 
CD) Chay POOGEE 4. ccc cenc 30% 
GENERAL 
1. Should news releases be addressed to: 
(a) Editor (title only)........ 710% (c) Departenent: ... 00. sccscees 9% 
(b) Editor (by name)........ 13% (d) Publication only ......... 8% 
2. Do you acknowledge new product releases? 
Sn BE ca vec aced eamek mad 63% nae. |. eer eee 4% 
(b) Only those accepted...... 33% 
3. Do you use "key" addresses on new product news items? 
CAE no ie dawn Ske ak abie 85% ef ER See re eee 15% 
4. From whom do you prefer to receive new product releases? 
Cah Fee POOR in et acdees 56% (c) Through advertising agency 6% 
(b) Direct from manufacturer.. 36% (d) From publicity bureau... .. 2% 














per cent of the business paper editors. 

Senders of news releases stand a 
slightly better than one to three 
chance of having receipt of their re- 
leases acknowledged. Over _ sixty- 
three per cent of editors do not ac- 
knowledge receipt of any new product 
releases. 

“Key” addresses are used by only 
fifteen per cent of the publications. 
This does not mean that key addresses 
should not be furnished, as certain 
papers practically insist on use of a 
key address so that inquiries received 
direct by a manufacturer can be traced 
to their source. 

Since a majority, fifty-six per cent, 
express no preference as to source of 
new equipment releases, it would indi- 
cate that who prepares the news release 
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is unimportant, as long as it fulfills 
the requirements of the paper receiv- 
ing it. 

Results from the survey would in- 
dicate that a fairly successful formula 
for new product releases could be 
drawn. Releases should be original 
typewritten copy or other  read- 
able form. Double spacing and stand- 
ard 8'xl1l-inch paper is indicated. 
Content of the release should include 
applications; features; size or capac- 
ity; operation, construction, and design 
details; and a catalog sheet or specifi- 
cations should be sent. The release 
should be clearly written and in con- 
cise English. A photograph should 
be sent, preferably an 8x10-inch glos- 
sy. Accompanying the release should 


(Continued on Page 60) 
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Fig. 4. Showing the successive steps 





in making the identification badge; 2!/2-in. print is die-cut and fitted into a conventional badge 






How an advertising department improvised a photo- 


@ WITHOUT EXCEPTION, all 
manufacturers executing government 
wartime contracts have been requested 
to provide finger prints and photo- 
graphic badges of identification for all 
employes. In most cases, photographs 
have been made by someone especially 
set up to do the job. In others, em- 
ployes hav e been requested to furnish 
their own photographs for badges or 
identification cards. In a few instances, 
special equipment has been purchased 
by the manufacturer for taking photo- 
graphs as part of regular employment 
routine. 

To hire the job done, that is, bring- 
ing in someone trom outside with spe- 
cial equipment, is expensive; the first 
reason being that the average price 
runs from twenty-seven to thirty cents 
each, depending upon the number of 
photographs to be made. The second 
reason is that the professional photog 
rapher bases his price on about 150 
photographs an hour. This is espe- 
cially objectionable because of the time 
lost by from 


Ww ork 


each employe secure his own photo- 


employ es productive 


The second method of having 
graph defeats uniformity of badge ap- 
pearance. Besides, the minimum cost 
to each employe will average fifty 
cents. The third method of buying 


special equipment is also considered 
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graphic unit for producing identification badges 


By R. S. ROBINSON 


Advertising Manager, Columbian 
Steel Tank Co., Kansas City, Mo. 


expensive unless photographic identifi 
cation is established as a permanent 
procedure rather than a_ temporary 
war expedient. Special equipment for 
this type work will cost around $300. 
It is frequently not even procurable. 

The accompanying illustrations show 
an inexpensive homemade unit which 
will do professional work at a fraction 
of the cost of any of the methods 
mentioned. It consists essentially of an 
ordinary $6.35 Brownie Reflex camera 
and two eighty-cent R-22 photo flood 
stands. These 


lamps with necessary 


items were the only outside purchases 


The total 


since we 


needed to make our unit. 
cost was less than $30 
utilized our dispensary lamp stands for 
the photo flood lights. If stands must 
be purchased especially for this pur- 


pose, they are available at any hospital 


supply house for approximately $7 
each. 
Fig. 1 shows the complete unit 


mounted on the wall as when not in 
use. Fig. 2 shows the front hinged 
portion down with framing device and 
identification numbers in place, and 


flood lamps arranged for proper light- 





ing. Fig. 3 is a close-up of the Brownic 
Reflex camera mounted upside down 
on an adjustable bracket. Fig. 4 shows 
the steps in adapting the finished print 
for use in our regular badge which i: 
of conventional design. A special dic 
for die-cutting the photographs costs 
about $7. 

Although our cabinet was made of 
steel, plywood construction may be 
easily substituted. Dimensions of the 
cabinet are 36 in. high, 24 in. wide, 
and 14 in. deep. The hinged portion 
(front of cabinet) is 4 in. deep. The 
platform on the inside is extended 
from the hinged edge forward, 13 
in. The bracket upon which the cam 
era on the platform is mounted meas 
ures 4x4x10 in. The base tapers to the 
top as shown. The holes for horizonta 
adjustments are on 2'% in. centers 
The centered vertical slot in the brac 
ket permits vertical adjustment. 

A mounting clip is provided wit! 
slots for each of the three points a 
which the camera is anchored to th 
clip. These are the regular lug for flas! 
attachment and the two screws whic! 
attach the carrying cord when in ordi 
nary use. The mounting clip is firm! 
attached to the mounting bracket b 
stud bolt 
which fits in the vertical slot of th 
The wing nut 


from the mounting cli 


mounting bracket. 
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loosened on the stud bolt for vertical 
idjustment of the camera. 

In our case, after test pictures, we 
found the exact position of the camera 
should be with the lens 8% in. for- 
ward from the hinge of the platform. 
[he camera is mounted upside down 
with the position of the lens deter- 
mined by the base (top in inverted 
position) being exactly 7 15/16 in. 
from the platform (base mounting 
bracket). In inverted position, it is 
not necessary to close (fasten) catch 
on the loading mechanism as in ordi- 
nary use. The removable viewing 
frame, which is mounted in slots at 
the front edge of the platform, is 23 
in. wide by 17'% in. high, with 1% 
in. offset at slotted mounting as shown. 
The frame was made from 4 in. rod. 
The base of the cabinet should be 
about 40 in. from the floor. 


The measurements quoted were ex- 
sctly right for the equipment which 
we improvised, but they should be 
considered only as a guide in making 
other units as there is ample oppor- 
tunity for many improvements. For 
example, you may wish to make your 
unit less bulky. Or you may want to 
build a portable outfit which may be 
moved from department to depart- 
ment as would be possible with a 
wheeled carriage. 

The fundamentals of design are to 
irrange for the subject to be at least 
28 in. from the camera lens and to 
provide adjustments for moving the 
camera either forward or backward 
not more than 1 in. for each adjust- 
nent. The slotted arrangement per- 
its any degree of vertical adjust- 
nent. In this way, test photos will 

termine the best position for the 


3. Brownie Reflex mounted inverted 


Fig. 2. The photographic unit in use. Notice how front hinged portion of case forms the base for mounting 
the camera and spaces distance of subject from camera. Framing device guides positioning of subject whose 
height is regulated by adjustable stool; two dispensary ‘lamp stands are used for the floodlights. With this 
equipment it is possible to take sixty to seventy-five photos per hour; cost per print less than seven cents 


camera to meet your individual re- 
quirements. By using a small hand 
mirror, a reasonably accurate position 
may be determined to start by check- 
ing position of subject in the view- 
ing window of the camera. 

We used an ordinary window shade 
for background, but any light-colored 
material is satisfactory for this pur- 
pose if placed within about 12 in. of 
the subject. 

In operation, an adjustable stool per- 
mits centering each employe in the 
viewing frame. When photograph is 
made the employe’s chest is against the 
edge of the platform. The identifica- 
tion numbers are removable and are 
easily and quickly changed. When 





prints are made, a mask is used for the 


negative to provide 2'%4 in. prints as 
5 


Fig. |. Photographic cabinet when not in use 


indicated in Fig. 4. The cost of each 
roll of film is thirty-two cents and 


that of each print is four cents. There- photograph employes by departments 


fore, each finished print costs less than for thirty minutes each day immedi- 


seven cents, and you have the extra ately after working hours or change 


advantage of retaining the negative in ot shif ts. There were no objections to 


a master file or with individual em- this plan by the union workers. 


ployment records. As a matter of technical informa- 
With this equipment, we were able tion, since the Brownie Reflex has an 
to take on an average of from sixty to F-11 lens, it was necessary to use 
seventy-five photographs per hour. Eastman Super XX film. This resulted 
This takes into account the time re- in a perfectly exposed negative. The 
quired for reloading the camera every exposure was set on “Instantaneous,” 
twelve pictures. Our plan was to (Continued on Page 95) 
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@ “MISTER, how many planes will 
$104,000 buy?” 

The employes of the Lindberg En 
gineering Company, Chicago, might 
well be asking such a question, for 
they have just completed signing up 
buying Defense 
$104,000 per 


for a program ol 
Bonds to the tune of 
year. That is a lot of money to come 
trom a group of 425 men. 

The outstanding success of this pro 
gram—100 per cent of Lindberg em 
ployes signed up to buy bonds—can 
be attributed partly to advertising, 
partly to the closeness of Lindberg 
products to the war effort. It takes 
Bonds. 
Without it, they will not be bought; 


idvertising to sell Defense 


with it, everybody buys and then 
buys some more 

The members of the Lindberg or- 
ganization were W ell aware that some 
units of equipment on Ww hich they 


bombed by the 


worked have been 
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Over the top for Defense! Vincent Flossi, machinist, Nancy Stark, receptionist, and Ney Whitten, 
welder, at Lindberg Engineering Company, celebrate over the 100 per cent record of their teams 
in buying Defense Bonds out of income. The advertising department directed the campaign 


duertising Sella Defense Bounds 


How the advertising department of Lindberg Engineer- 
ing Company directed Defense Bond sales to employes 


By DEXTER W. JOHNSON 


Advertising Department, Lindberg 
Engineering Company, Chicago 


Japs, and other units perhaps sunk 
by enemy submarine action. Yet, 
while the war was more real to them 
than to most people in the Middle 
West, we knew that 


enough to make them sign up 100 per 


it wasn’t real 


cent to buy Defense Bonds out of in- 
come each month. 
With the active backing of the 


management of the company, we 
entered into a promotional campaign 
to sell the idea to them. Just five days 
from the start of the campaign, the 
entire Lindberg organization was 
signed up 100 per cent for the Pay- 
roll Allotment Plan for buying De- 
fense Savings Bonds. Here is how 
we did it. 


In common with other manufactur- 
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ers in Chicago, we were invited re 
cently to send a representative to 4 
meeting where the Payroll Allotment 
Plan for buying United States Series 
E Savings Bonds was explained in 
detail. 

On returning to the office we wrot 
a letter calculated to bring home 
every employe what continued buy 
ing of the Bonds will mean to the 
men now fighting for us in the field 
as well as to the purchaser in tern 
of winning the war or losing it. T 
text of this letter follows: 


“SURE IT HURTS” 

It was only yesterday that Gen 
Douglas MacArthur gave Sergeant M 
gan his orders “The enemy has est 
lished a machine gun nest on our 
flank. We've got to clean it out bet 
dark Make a frontal attack with 
platoon. There's only one chance in 
that you can get there. God help y 

The dryness in the sergeant’s m« 
wasnt from tear It was fever that 
been with him since that shoulder wo 


two days before. He had been drink 
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vater ever since, but it had only swollen 
is stomach and hadn't helped his mouth 
damn bit. He pulled his muddy shoes 
together and saluted smartly. “Very good, 
sir!” 

Twenty Filipinos darted along the val- 
ey from rock to tree and from tree to 
ock with Sergeant Morgan in the lead. 
Machine gun bullets buzzed like bees 
ees that dropped Morgan's men one by 
ne. The sergeant was the last to go. 
As he raised his head from behind a rock 
is steel helmet was blown off into the 
weeds, and the top of his head went, too. 


But just as he dropped, a squad of Reg- 
ilars swept down the hill at the left and 
was on the Japs before they realized that 
the frontal attack was only a feint. 

The right flank was secure again, and 
MacArthur went back to planning the al- 
most impossible task of holding the Batan 
Peninsula until help could arrive—help in 
the form of Doughboys with guns and 
fliers with planes—those guns and planes 
made possible by Defense Bonds. 

That’s our job—Purnaces and Defense 
Bonds—Defense Bonds that pay a good 
interest—that we can turn back for cash 
any time after 60 days—that will come in 
nighty handy when the war is over and 


1 


the adjustment comes which may mean 
difhcult times for a while. That's all we 
heen tes elie 

Sergeant Morgan's job was to fight and 
die, and he said, “Very good, Sir!” 

Our job is to buy Defense Bonds. What 

YOU say? 

The Payroll Allotment Plan as we 
had heard it described was explained 
to all the foremen. In the foremen’s 
classes in Supervision Principles all pos- 
sible objections to bond purchase were 
brought up and sales points suggested. 
We found that most of the objections 
raised were caused by lack of under- 
standing as to how bond purchase 
would benefit each man individually. 

In many cases the foremen were 
able to obtain commitments to buy 
bonds even before the start of the 
drive, and before they had the au- 
thorization cards for the men to sign. 

At the start of the campaign the 
letter promoting the bonds was given 
to every employe along with a letter 
explaining the mechanics of the Pay- 
roll Allotment Plan. Also included 
vere two folders supplied by the 
‘reasury Department describing the 
onds, and a signature card authoriz- 
g the deduction from the pay check 
be made each pay period. 

The entire group of employes was 
vided into three teams in order to 

a real spirit of competition into 
> drive. The day shift constituted 
e team, the night shift was the sec- 
d team, while the office force was 
: third team. 

Large signs with blank thermome- 
} painted on them were placed in 
minent spots around the plant and 
progress of each team was posted 





If You Want War Work, See the Nearest CDD Office 


@ IF YOUR PLANT is facing a 
shutdown due to lack of materials 
with which to make your normal 
product and you have been unsuc- 
cessful in your efforts to get a con- 
tract for war work, go to (do not 
write) the nearest Contract Distri- 
bution Division office as shown below, 
taking along an engineer and a list 
of your plant equipment so that you 
may talk intelligently with the CDD 
engineers, and present your problem. 
They will show you the kinds of war 
work that are needed and direct you 
to the nearest and best sources of pos- 
sible contracts. Getting a war con- 
tract is not a sales job—it is an en- 
gineering and plant conversion jeb 
and should be handled by the engi- 
neer or production man up to the 
point where management figures the 
cost and quotes a price. Also see your 
local Chamber of Commerce for cur- 
rent list of requests for bids by all 
procurement divisions of the armed 
services and maritime commission. 

Contract Distribution Division of- 
fices are now located in the follow- 
ing 116 cities: 


Albany Bridgeport 
Albuquerque Boise 
Allentown Boston 
Appleton, Wis. Brooklyn 
Atlanta Buffalo 
Baltimore Camden, N. J 
Bangor Canton, O 
Birmingham Casper, Wyo 


Bismarck, N. D. Charleston, W. Va. 


Charlotte Newark 
Chattanooga New Haven 
Chester, Pa. New Orleans 
Chicago New York 
Cincinnati Norristown, Pa 
Clarksburg, W. Va. Oakland 
Cleveland Oklahoma City 
Columbia, $. C Omaha 
Columbus Peoria 

Dallas Philadelphia 
Dayton Phoenix, Ariz 
Decatur, III Pittsburgh 
Denver Portland, Me 
Des Moines Portland, Ore 
Detroit Providence 
Duluth Raleigh 

Eau Claire, Wis Reading 

El Paso Reno 

Erie Richmond 


Evansville, Ind. Rochester 
Fall River, Mass Sacramento 
Ft. Wayne, Ind. St. Louis 


Fresno Salt Lake City 
Grand Rapids San Antonio 
Harrisburg San Diego 
Hartford San Francisco 
Helena Scranton 
Houston Seattle 
Huntington, W. Va.Shreveport 
Indianapolis Sioux Falls, $. D 
Iron Mountain, Mich.South Bend, Ind 
Jackson, Miss Spokane 
Jacksonville Springfield, Ill 
Johnstown Springfield, Mass 
Kansas City Syracuse 
Knoxville Tampa 
Lancaster, Pa. Toledo 

Little Rock Trenton 

Los Angeles Tulsa 

Louisville Utica 


Lowell, Mass Wausau, Wis. 
Madison, Wis. Wheeling 
Manchester, N. H. Wichita 


Memphis Wilkes-Barre 
Miami Williamsport, Pa 
Milwaukee Worcester 
Minneapolis Wilmington, Del 
Montpelier, Vt. York 

Nashville Youngstown 





on these thermometers several times 
a day. These were supplemented by 
news bulletins on the drive’s progress. 
For example, when all the girls in 
the office were signed up by 10 a. m. 
of the first day, this was bulletined to 
the entire organization. Rivalry be- 
tween teams was built up to quite a 
large extent. 

It was mainly among the men with 
families that direct selling had to be 
resorted to. Foremen and others who 
knew the details of the Bond Purchase 
Plan made it a point to be available 
during lunch hours to answer ques- 
tions and to point out how signing 
for monthly bond purchases would 
benefit the signers and his family. 

Signing up under the Bond Pur- 
chase Plan, of course, was entirely 
voluntary, and in several cases nega- 
tive selling was needed to talk a man 
out of buying more bonds per month 
than his known financial status would 
warrant. 
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One point which we learned anew 
—we are constantly learning and for- 
getting this point—is that men whose 
daily work does not require them to 
do paper work—reading and inter- 
preting customers’ orders and the like 
—will not read lengthy printed mat- 
ter given to them with an idea of 
answering their questions. We found 
that our best results were obtained 
by keeping copy brief and_ specific. 
We would have gotten faster results 
if we had used a simplified authoriza- 
tion form rather than the one fur- 
nished by the Treasury Department 
for this purpose. 

Advertising put over the plan in 
our plant, put it over to the extent of 
$6,537 being invested in Defense Sav- 
ings Bonds every month. In a year’s 
time, this equals over $104,000 face 
value of Defense Bonds purchased. 

Patriotism is not enough; you need 
advertising promotion as the catalyst 
to put patriotism into action. 
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aluanizers Expand Marhel Through | 
Cosnerative Effort 


Business paper copy and technical literature used to 


@ ALTHOUGH of comparatively 
recent origin as compared with similar 
coéperative groups in some other in- 
dustries, the American Hot Dip Gal- 
vanizers Association, Inc., is doing an 
outstanding job for the industry as a 
whole and its individual members in 
particular in developing larger mar- 
kets and wider uses for genuine hot 
dipped galvanized products. 

Before going into the activities and 
accomplishments of the association, a 
brief review of its history is in order. 
Prior to the NRA, the job or custom 
galvanizing industry never was or- 
ganized on a national basis. It was a 
case of “every man for himself.”’ The 
introduction of the NRA necessitated 
some form of organization so that the 
industry could operate under and par- 
ticipate in the code of fair competi- 
tion and business practices which the 
NRA attempted to enforce. 

Under the leadership of the late 
Thomas M. Gregory, Hanlon-Gregory 
Galvanizing Company, Pittsburgh, a 
number of leading concerns in the hot 
dip galvanizing industry all over the 
country met in Atlantic City in Au- 
1933. Out of this 
emerged the National Galvanizers As- 


gust, meeting 
sociation. 

This group continued under that 
name during the life of the NRA. 
After the NRA was declared uncon 
stitutional by the Supreme Court, the 
membership of the National Galvan- 
izers Association, realizing the benefits 


deriv ed from cooperative efforts, voted 
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sell hot dip galvanizing for iron and steel products 





to dissolve that group and re-organ- 
ized into a non-profit Pennsylvania 
corporation under the present name, 
American Hot Dip Galvanizers Asso- 
ciation, Inc. 

The purposes of this association, as 
outlined in the by-laws, are these: To 
collect, assemble, prepare, and analyze 
statistical and other information and 
data concerning business operations, 
trade practices, trade, markets, and 
business conditions and other related 
subjects in or concerning the gal- 
vanizing industry; to furnish such in- 
formation and data and expert and 
technical advice to participants in the 
industry; to improve public relations 
in the industry through publicity and 
other proper and lawful means; to en- 
courage and promote technical re- 
search and development; and to ac- 
quire, hold, and dispose of such real 
and personal property as may be nec- 
essary or desirable in the transaction 
of its business. 

The members are dedicated to: 

1. Development of larger markets 
for iron and steel products by proving 
that rust no longer can be a reason for 
the use of weaker substitute materials. 

2. Increasing service and satisfac- 
tion given by iron and steel products 
by demonstrating that the right kind 
of galvanizing guarantees a much 
longer life at a much lower cost. 

3. Constant improvement of gal- 
vanizing processes through laboratory 
research and the combined practical 


findings of the membership. 








4. Rigid adherence to what are 
known to be the highest standards of 
workmanship and thickness of zinc 
coating. 

§. Exclusive use of the genuine 
hot dip galvanizing process as the 
proved method of obtaining maximum 
protection at minimum cost. 

One of the principal functions of 
the association is to create new and 
additional business for the galvanizing 

members through 

and publicity in 
In fact, the major 


industry and its 
group advertising 
business papers. 

portion of its income is spent for ad- 
vertising, sales promotion, and _ tech- 
nical research. The organization now 
is in its seventh year of such promo 
efforts through the 
press and other media with results 
defined by Stuart J. Swensson, secre- 


tional business 


tary-treasurer, as “far surpassing the 
most optimistic previous expecta 
tions.” 

The initial advertising efforts of the 
association were devoted exclusively 
to selling hot dip galvanizing as a su 
perior coating for iron and steel prod 
ucts. These messages were built around 
such slogans as: ““What a shell is to a 
turtle, hot dip galvanizing is to iron 
and steel”; or “What quills are to 
porcupine, hot dip galvanizing is t 
iron and steel.” 

Having firmly established the hot 
dip galvanizing process in an unchal 
lenged position, the association las 
year adopted actual case histories i 


its advertising to further demonstrat: 
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Facts about 
METAL INDUSTRIES 
CATALOG 


Will go to 15,000 
verified names in 
8,000 plants of 
known importance. 


Effectively covers 
both Metal-Working 
and Metal-Produc- 
ing Industries. 


it will be effectively 
merchandised to 
the Plant men who 
will use it. 


Will be constantly 
used by the Plant 
personnel that in- 
fluences buying. 


Its prime-buying- 
power distribution 
list will be available 
to space users. 





METAL INDUSTRIES CATALOG 


Coverage Where it Counts...in the Metal- 
Working and Metal-Producing Industries 





15,000 Catalogs in 8,000 Plants! 


Today Production is being decentralized. A wave of subcon- 
tracting is spreading good priority purchasing power throughout 


the Metal Industries. 


Not for a quarter of a century has there been such pressure 
for faster, better Production—such an urgent need for desk-side 
information on the selection—application— purchasing of materials 


and equipment. 


Now that vital need will be met. METAL INDUSTRIES 
CATALOG will contain hundreds of pages of manufacturers’ cat- 
alog literature giving specific facts on What to Buy—How to Use it— 
Where to Get it. It will be triple indexed by Company Names— 
Trade Names—Products. It will command the extensive knowledge 
of the Metal Industries of the Reinhold Publishing Corporation, for 


27 years successful Catalog publishers. 


Rates will be low—starting at $285 for a standard page. Dis- 
tribution will be accurate, comprehensive, effective. Get full in- 


formation now. 











etal | | pnshansni 


XEINHOLD PUBLISHING CORPORATION, 330 WEST 42nd STREET, N. Y. C.- 310 S. MICHIGAN AVE., CHICAGO + 1333 LEADER BUILDING, CLEVELAND 
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Principal advertising material which is used to develop the market for hot dip galvanizing. 
At the upper left is the specification sheet and data folder which gives important tech- 
nical information on the subject and has been sought from all parts of the world. Be- 
low this folder is a booklet, "A Guide to Longer Life for Iron and Steel Products,” 
which discusses hot galvanizing in language understandable to the average person. At 


the lower right is an envelope enclosure for members’ use. 


The original business paper 


advertising was devoted to selling hot dip galvanizing as a superior coating for iron 
and steel products and with that ground work the campaign has now advanced into a series 
of case studies which stress the permanence and durability of hot dipped galvanized jobs 


the permanence and durability of hot 
dipped galvanized installations, even 
after years of service. Full page ad- 
vertisements are being used in a list 
of about ten major business publica- 
tions carefully selected so as to cover 
the widest possible market for galvan- 
ized products. The schedule is some- 
what flexible but a continuity is main- 
Among 
the publications used are Metals 
and Alloys, The lron Age, Steel, Fac- 
tory Management and Maintenance, 
News-Record, Industrial 


News, Product Engineer- 


tained throughout the year. 


Engineering 
Equipment 
ing, and others. 

Supporting its publication advertis- 
ing, the association prepares and dis- 
tributes numerous pieces of technical 
ind sales literature for the use of its 
members. These have proven very 
helpful in securing new business as 
well as in keeping the membership in- 
formed of all latest developments per- 
taining to the industry. Most impor- 
tant piece of such literature is the 
‘Specification Sheet and Data on Hot- 
Dip Galvanizing.” This gives highly 


important technical information on 
the newest developments in galvaniz- 
ing processes and techniques, together 
with the most recent specifications for 
hot dip galvanizing certain articles. 
This Specification Sheet is issued as 
trequently as necessary and is made 


up in folder style so that it can easily 
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be filed for permanent reference. To 
date, more than 40,000 copies of the 
folder have been sent out to a selected 
mailing list and upon request. Inci- 
dentally, requests for it have been re- 
ceived from every civilized nation in 
the world. 

Another piece of literature that the 
association has recently published is a 
booklet entitled ““A Guide to Longer 
Life for Iron and Steel Products.” It 
contains a simple, comprehensive, and 
truthful explanation of the process 
known as galvanizing in language un- 
derstandable to the average person and 
with striking illustrations to emphasize 
the text. Approximately 25,000 copies 
of this pamphlet have been distributed 
to date. 

Reprints of all advertisements ap- 
pearing in the business publications 
are made available to members of the 
association at cost for use by their 
salesmen in the field or for direct mail 
solicitation. Promotional folders are 
furnished members from time to time 
to aid them in soliciting new business. 
The official insignia of the association, 
which is copyrighted and registered 
and which appears in all advertising 
and literature of the organization, 
also is made available to the individual 
members in tag and sticker form for 
use in correspondence. 

The association is supported by col- 
lection of dues from the membership. 





There are five classes of membership, 
each with a different membership fee. 
The volume of sales of a member or 
prospective member determines his 
classification and the amount of his 
dues. There are no territorial restric- 
tions but membership is open only to 
individuals or firms engaged in job or 
custom galvanizing, financially stable, 
whose work and products meet the 
high standards set up by the or- 
ganization. At present, the associa- 
tion represents about eighty-five per 
cent of the job hot dip galvanizing 
industry. Membership has increased 
from an original group of seven to 
more than thirty-one. 

The association is governed by a 
duly elected set of officers consisting 
of president, first and second vice- 
presidents, and 
and a board of seven directors. There 
also are several standing committees 
of which the Technical Advisory, Ad- 
and Membership are the 


Elections are held 


secretary-treasurer, 


vertising, 
n0st important. 
every year at the annual meeting in 
February.. There also is a semi-annual 
meeting in early fall, and the directors 
meet twice in addition. The meetings 
of the general membership are of two 
days duration and a highlight is a 
technical session at which papers are 
presented by the members or by spe- 
cialists in the hot dip galvanizing 
processes. These technical 
also are open to invited guests. 
The association engages in any and 
all lawful activities that will aid and 
assist the industry and its membership. 
A big portion of its work is devoted 
to technical research. It collaborates 
closely with the United States Bureau 
of Standards and the American So 
ciety of Testing Materials, of which it 
is a member. As a result of its re- 
search efforts, the organization up to 
the present time has adopted nineteen 
sets of standard specifications for gal- 


sessions 


vanized products. 
Wallace G. Imhoff, well 


consultant on metal coatings, is re 


know n 


tained by the association as technica! 
director. 
of the individual members relating to 
the industry are promptly given th« 
attention of the entire resources of the 


Any problems or questions 


organization. 

Headquarters of the American Hot 
Dip Galvanizers Association, Inc. are 
located in Pittsburgh, where Stuart | 
Swensson, secretary-treasurer, direct: 
the activities of the association. The 
Albert P. Hill Co., Pittsburgh, is the 


advertising agency. 
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the Weatherhead Company, Cleveland, couldn't hold its usual sales convention in connection with the Automotive Service Industries Show because none was held this 
it decided to take all of its sales representatives on a tour of its three plants and hold the meeting at each place, thus giving them an opportunity to see what production 
ions were, discuss problems with plant officials, learn about priorities, new products, sales promotion, and advertising. Here are two views of the tour. At the right the group 
dy to get on its way, while at the left is a shot taken at one of the dinner sessions, The idea went over in a big way and the management believes the expenditure worth while 












Weatherhead Holds Sales Convention 
on a@ Tour of Dts Plants 


Unable to hold annual sales meeting as usual in conjunc- 


tion with ASIS show, men are taken on five-day tour 


@® MANY MANUFACTURERS in 
the automotive field have made a 
practice of holding their annual sales 
conventions concurrently with the 
\utomotive Service Industries Show, 
tor a number of years staged in Chi- 


cago late in December. The cancella- 


on of the show this past season 
hanged the plans of many in this re- 
sard, among them the Weatherhead 
ympany, Cleveland manufacturer of 
rass goods. 

Realizing that the company had 
reatly expanded its facilities during 
ve last year, that a new plant had 
‘en opened in St. Thomas, Ontario, 
nd that many of the salesmen had 
ver been in its comparatively new 
lumbia City, Ind., plant, G. R. 
hippo, sales manager of the jobbing 
vision, decided it would be an op- 
rtune time to call the men in to get 


tter acquainted with the organiza- 


tion. A five-day traveling sales con- 
vention resulted. 

The activities began with a general 
meeting of company executives and 
salesmen on Monday morning, Jan. 18. 
A. J. Weatherhead, Jr., company pres- 
ident, welcomed the group and sound- 
ed the keynote of the five-day session 
when he emphasized the company’s 
ability to produce its products. 
“Never,” said Mr. Weatherhead, “was 
the company in better position to pro- 
duce, produce, and keep on produc- 
ing. Too many persons,” he empha- 
sized, “are looking for barriers to sales. 

. . There have always been barriers 
to sales,” he said, “but the salesman 
with the right kind of backbone could 
and would find ways to overcome 
these barriers. With a very large 
part of the production of all our 
plants engaged in defense work,” ex- 
plained Mr. Weatherhead, “the com- 
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pany still expects to be able to take 
care of its regular customers without 
too much difficulty, but winning the 
war comes first, last, and always in 
the company’s plans.” Personally con- 
ducted tours of the Weatherhead 
Cleveland plant showed the group the 
immense volume of production now 
being turned out in that plant. 

John Love, columnist on The Cleve- 
land Press, was the principal speaker 
at the evening meeting which com- 
pleted the first day. 

Tuesday’s sessions were devoted to 
discussions by Weatherhead execu- 
tives and department heads on priori- 
ties, new products, sales promotion 
and advertising. 

But generalissimo Whippo knows 


that “all work and no play makes 


Jack a dull boy,” so entertainment 


was the order for the evening. Since 
(Continued on Page 94) 
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[CONTINUED FROM Pace 16] 


Applicationof Censorship 


floor and plot plans of establishments 
showing location of key or vital points 
in the production system, such as elec- 
tric power sources and controls, water 
supply, gas sources and main lines. 
telephone switchboard and trunk lines, 
stores of gasoline and oil and other in- 
flammable material, tool and instru- 
ment rooms, gates and guard alarm 
systems, etc., and those showing size 
of buildings or giving sufficient exte- 
rior details to permit location with re- 
spect to surrounding terrain. 

‘(e) Aerial Views: The War De- 
partment objects to the release of 
ierial photographs or sketches of the 
establishment. The War Department 
realizes that it would be extremely dif- 
ficult to control the publication of all 
objectionable pictures of this nature 
under present law. Therefore, the co- 
operation of the contractor 1s requested 
to assist in minimizing their publica- 
tion and dissemination. 

“(f) Miscellaneous: Cross sections, 
cut-aways, schematic drawings, or oth- 
er detail drawings of aircraft are not 
to be released. 

“(g) Articles submitted by con 
tractors to the War Department for 
review prior to publication: All articles 
submitted to the War Department for 
review prior to publication will be 
accompanied with a signed statement 
by the contractor that the article does 
not include information of a classified 
nature. In cases in which the article 
includes information which has not 
been released, or classified data which 
it is considered timely to declassify for 
release, or information the classifica- 
tion of which is questionable, the por- 
tions of the article containing this in- 
formation should be brought to the at- 
tention of the War Department and a 
statement made by the contractor that 
the remaining portion of the article 
does not contain any classified mate- 
rial. The contractor will assume full 
responsibility for publication of the 
information contained in the portions 
of the article covered by the state- 
ment. This procedure also will be fol- 
lowed when information for articles 
is given writers with the understand- 
ing that such article be submitted to 
the War Department for review prior 
to publication. Review by the contrac- 
tor first will be unnecessary but War 
Department action will be expedited 


by such procedure.” 
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FLemTeOtE PROBUCTS 





One of the first pieces of “blackout” copy 
to appear in the business press is that of The 
Flintkote Company which offers a line of 
products developed by its British plant. The 
company is showing and demonstrating the 
line at local building materials meetings 


Procedure for Navy Approval 

The Navy, also, is specific in its 
regulations of photographing 
equipment or within plants working 
on Navy contracts. These are pre- 
sented in a document titled “Pro- 
cedure to Be Followed by Advertisers 
and Publications Desiring to Photo- 


naval 


graph Plants Having Navy Contracts, 
or Equipment Used by the Navy,” 
from which the following is quoted: 

“1. Below are listed three types of 
requests for permission to take photo- 
graphs involving Navy equipment 
and material: 

“(a) When a manufacturer desires 
to take pictures (for publication) of 
his own equipment used in the plant of 
another manufacturer he should re- 
quest the manufacturer using his 
equipment to send a letter (or wire) 
to the local district Public Relations 
Office [see map for location] or to 
the Office of Public Relations, Pho- 
tographic Section, Navy Department, 
Washington, D. C., stating that there 
is no objection to the applicant enter- 
ing the plant to take pictures of un- 


restricted material. 

“(b) When a manufacturer desires 
to take pictures (for publication) of 
Navy material being manufactured in 
his own plant, he should consult the 
Navy Material assigned 
The latter has authority 


Inspector of 
to his plant. 
to permit the taking of unrestricted 


photographs. If the Naval Inspector 


so desires he may recommend that the 
manufacturer request permission to 
take photographs from Washington. 

“(c) When the manufacturer de- 
sires to take photographs (for publi- 
cation) of his material or equipment 
being used by the Navy on vessels or 
at Navy Shore establishments he 
should consult the commander of the 
vessel on which the material or equip- 
ment is used or the Public Relations 
Officer under the commandant of the 
naval establishment where the material 
or equipment is in use. The com- 
mander of the Navy vessel or the com- 
mandant of the shore establishment 
may grant the manufacturer permis- 
sion to take the unrestricted photo- 
graphs, or he may recommend that the 
manufacturer request permission from 
Washington. 

“2. The applicant should send the 
local District Public Relations Office 
or the Office of Public Relations, Pho- 
tographic Section, Navy Department, 
Washington, D. C., a letter (or wire), 
giving the full name and address of 
the photographer making the pictures 
and the names and addresses of those 
The pho- 


accompanying 


who will accompany him. 
tographer and _ those 
him must be American citizens and 
the letter (or wire) should so state. 

“3. When the above information 
has reached the local District Public 
Relations Office or the Office of Public 
Relations, Photographic Section, Navy 
Department, Washington, D. C., they 
will attempt to secure permission for 
the applicant to take pictures under 
the procedures outlined in 1 (a), 
1 (b), or 1 (c). All photographs 
are to be made under the supervision 
of the Inspector of Naval Material 
assigned to the respective plants, the 
commander of the naval vessel or the 
commandant of the Navy shore es- 
tablishment 
equipment is in use. 

“4. When 
been taken, they must be reviewed 
first by the Naval Inspector assigned 
to the plant. The Naval Inspector 


is authorized to release these photo- 


where the material or 


the photographs have 


graphs if they are of unrestricted 
material. If the Naval Inspector pre- 
fers, these photographs may be sub- 
mitted by him to the local District 
Public Relations Office or to the Of- 
fice of Public Relations, Photographic 
Section, Washington, D. C., for re 
view and approval with whatever text 
is to accompany them. This office 
will check technical material, both in 
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Leave Part of Your Traveling 








EL PASO 


NEW ORLEANS 
HOUSTON 


MIAMI i [ 


Ah the S-p-r-e-a-d 0-u-t Southern Industrial Market 
| sotalol a ag emma 


Personal contacts require longer “hops” in the This “Traveling Representative”’ 


South—678 miles from Atlanta to Miami, as com- Does DOUBLE DUTY in MAY! 
pared to 374 from New York to Pittsburgh; 1,156 


miles from New Orleans to El Paso, as compared 





Southern Power & Industry for May will combine 

a TWO regular annual features; will be an informa- 

to 347 from Chicago to Cleveland. tion-packed, sales-punching “Better Supplies” and 
“Southern Buyers Guide” issue.* 

Important distribution centers are more difficult 


to reach with regularity, particularly since tire This means that in addition to a thorough, helpful 
and automobile rationing have cut down traveling. discussion of buying methods, supply problems, 


and a preview of the annual Triple Mill Supply 
Convention (Atlantic City, May 3-5), there will 


\ sure, sound way to circumvent these difficulties ag 
also be a special section devoted to descriptions 


is the use of space in the South’s own industrial ; : 
of new equipment, new supplies, and new services 


and power plant business publication— SOUTH- 
of interest to engineers and executives in southern 


ERN POWER & INDUSTRY. Without fail, it will 


ite industrial and power plants. 
carry your personal message to more than 15,500 


of the men who initiate, recommend, and influence This year, let SP&I do your “roadwork,” regu- 
purchases in over 10,000 industrial and power larly, economically, effectively. It's a good invest- 
plants. ment for both present and future business. 


*Early reservations for space 


in this issue are advised. 
© mt ° 
Wwe eS ( SOUTHERN and INDUSTRY 


GRANT BUILDING, ATLANTA, GEORGIA 
















COTTON e -LECTRICAL SOUTH e SOUTHERN HARDWARE : SOUTHERN AUTOMOTIVE JOURNAL 
hn a encanto meen 
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photos and text, with the cognizant 


bureaus before clearance.” 


Disposition of Prints 
and Negatives 

The Navy 
Order No. 96 on “Photographs of 
Naval Subjects” also contains a num- 
ber of paragraphs of concern to the 
Under para- 


Photographers 


Department's General 


industrial advertiser. 
graph “S. Civilian 
(Still Pictures)” is the following: 

“(e) Before 
photographs (still) within naval jur- 
isdiction is granted, it will be ex- 


permission to take 


pressly agreed by the civilian pho- 
tographer that: 

“(1) The Navy will be given one 
(still) 


taken, for its noncommercial use with- 


copy of every photograph 
out reference to and entirely inde- 
pendent of any copyright. 

“(2) 
graph taken will be submitted to the 


Two prints of each photo- 
authorizing officer for censorship— 
one print for the censoring authority’s 
file and one print for return to pho- 
tographer if released by censor, except 
1 print only required under conditions 
stated in paragraph 3(g) (1)— 
[When the supervision of the taking 
of photographs has been such as to 
preclude the inclusion of subjects 
prohibited for release . . .] 


(3) All 


the censor and _ their 


prints not released by 
negatives will 
become the property of the Navy for 
noncommercial use. 

(4) Only those photographs spe- 
cifically released by the censor will 
be made public. 

“(5) In event any photograph in 
this category is to be used in connec- 
tion with an advertisement, all copy 
and text to appear with the photo- 
graph will be submitted to naval au- 
thority for censorship prior to release 
of the advertisement. (See G.O. 
No. 36.) 

“(f) Civilian photographers shall 
be informed that the retention of 
negatives or prints or the publishing 
of photographs in violation of their 
agreement or failure to deliver nega- 
tives or prints to proper naval author- 
ity upon demand may render them 
liable to prosecution under the Es- 
pionage Act. 

“(g) In order to protect the in- 
terests of the Navy without adversely 
affecting the interests of organizations 
engaged in photographic work, when- 
ever a civilian photographer (still or 


motion picture) is authorized to take 
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It's Not Complicated 


The length of this article, 
and the detail in which the 
various regulations have been 
presented, should not convey 
the thought that it is difh- 
cult to comply with the regula- 
tions on advertising and pub- 
licity copy and photographs by 
the various branches of the 
military and the Office of Cen- 
sorship. The details have been 
included here merely as a mat- 
ter of information so the adver- 
tiser would have a clearer 
understanding of the situation 
as a whole. The procedure is 
not complicated or difficult. 

All officials are eager to co- 
Operate with advertisers in this 
matter and experience has 
shown them to have a sympa- 
thetic understanding of the 
advertisers’ problems and a de- 
sire to handle material with all 
reasonable speed. The Office of 
Censorship functions as a cen- 
tral clearing house and will act 
as a service bureau to help ad- 
vertisers contact the proper 
persons to pass on their material 
where any questions may arise. 











pictures of a naval subject an othcer 
or other qualified expert will be de- 
tailed to act in an advisory capacity 
to the photographer in order to pre- 
vent the disclosure of objects which 
the Navy does not wish to be photo- 
graphed. Experience has shown that 
a majority of the pictures requiring 
censorship could have been released 
for publication were it not for inad- 
vertent disclosure of confidential mat- 
ter in the background.” 

“7. Technical Photographs: 

(a) Photographs required by 
Navy contracts in connection with 
the manufacture or construction of 
articles for the Navy will be handled 
as part of the contract and under the 
same restrictions as apply to drawings 
and other matter under the contract. 

“(b) Photographs of articles other 
than those of a strictly commercial 
character being manufactured for or 
Navy, 


taken by or on order of the contrac- 


under construction for the 
tors and not required by the terms 
of the contract, will be subject to the 
supervision and control of the Navy 
When a pho- 
tograph of this category is released 


inspector concerned. 


to the contractor for unrestricted use 





or publication, the provisions of para- 
graph 3, subparagraph (f) of this 
order will be complied with, and in 
addition, one copy of the released 
photograph, with the release date 
written on the back, will be forwarded 
to the bureau having cognizance. 

“(c) Photographic prints required 
by contractors in the execution of 
Navy contracts will be handled in 
accordance with instructions govern- 
ing documents, plans, etc., according 
to the classification of the subject 
matter.” 

In case of doubt on any point, it is 
always best to play safe—submit your 
specific problem to the proper author- 
ity for a ruling and method of pro- 
cedure. See box on page 14 for names 
of those to whom communications 
should be addressed. Clearance of ma- 
terial by mail is preferred to personal 
calls. 


Pulp and Paper Mills to Hold 
Convention, No Exhibit 


Scott Paper Company is releasing an 
Paper Mill Superintendents, scheduled for 
June 16-18, has been cancelled, but the 
convention will be held at that time, at 


Grand Rapids, Mich 


Requests Normal Buying 
The exhibit of the American Pulp & 


anti-hoarding campaign to business papers 
in all dealer fields in which it is inter- 
ested, urging merchants and their custom- 
ers to refrain from over-buying in order 
to maintain adequate supplies for all. J 
Walter Thompson Company is the agency 


Spooner Resigns 


John A Spooner has resigned as ad 
vertising manager, American Viscose Cor 
poration, New York, and Alfred C. Wer- 
ner, assistant general sales manager, has 
been appointed temporarily to supervise 
the company’s advertising activities. 


Elmer Campbell Dies 

Elmer Campbell, for the last five years 
promotion manager, Textile World, New 
York, died Feb. 19, following an illness 
of two days. He is survived by his widow 
and infant daughter 


Curtiss Adds Hubbard Spool 
The Hubbard Spool Company, Chica 


go manufacturer of spools for the wire 
and textile industries, has appointed the 
Chicago office, Spencer W. Curtiss, Inc., 
to direct its advertising 


Jordan to Army 
R. D. Jordan, manager, industrial sec 
tion, General Electric Company's public 


ity department, has reported for service 
with the U.S. Army. 


McDermid Appoints Agency 

McDermid, Inc., Waterbury, Conn 
chemical maker, has named Park City 
Advertising Agency, Bridgeport, to direct 
its advertising. 
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Trends 


A review of conditions within industries which influence industrial 


marketing procedure, written by editors of business papers 





Technologists “Keep ‘Em 
Flying” Farther, Faster 


@ WE ARE constantly urged to “keep 
‘keep “em flying.” The research tech- 
nologists of the country have done 
more than that. They are not only 
keeping them flying but they are 
keeping them flying higher, and sup- 
plying them with an abundance of 
material to unload when they reach 
their objectives. 

The technologists essentially respon- 
sible for these developments are those 
connected with many of our oil com- 
panies. 

Through a period of years, investi- 
gations have been conducted with the 
purpose of securing gasolines with 
higher octane numbers. The present 
satisfactory condition of our avia- 
tion gasoline supply results from the 
completion to commercial production 
of several of these processes. There 
is no question but that at the present 
time our fliers’ needs for aviation gaso- 
line can be supplied. 

The research which has terminated 
in several processes for securing to- 
luene from gasoline or, perhaps, ex- 
tending farther back in history, se- 
curing toluene from crude petroleum, 
has removed any anxieties we may 
have felt as to raw materials for our 
most satisfactory explosive. Several 
plants are now in operation adding 
materially to the customary toluene 
upply as obtained from the coking of 


oal. This supply of toluene for TNT . 


also capable of expansion to almost 
'y conceivable figures. 
Those of us who lived through 
Vorld War I and who became familiar 
th the devices used in attempting 
» secure toluene to meet our demands 
much easier when we know of 
expanding source of supply of this 
tal material. 
The two accomplishments are in- 
related in that both of them require 
ery high grade of distillation equip- 
1t and careful technique in its op- 
tion. The construction of _ this 


pment plus the technique required 
ts operation may be ascribed to 
rather intensive studies of distil- 
n which have extended through 


the past fifteen years, and the devel- 
opment of technique accompanying 
these studies. —H. McCormack, Tech- 
nical Editor, Chemical Equipment 


Preview. 


Urgent Conversion Jobs 

Load Electrical Contractors 
@ ALL-OUT industrial conversion to 
war work has placed a new load of 
indefinite proportions on the electri- 
Already 


handling record new construction wir- 


cal construction industry. 


ing contracts under accelerated indus- 
trial and military expansion, electrical 
contractors are reporting urgent needs 
for engineers, superintendents, estima- 
tors, stock clerks, and other engineer- 
ing and supervisory help for the new 
demands. 

Industry, long suffering from wir- 
ing systems that never quite kept pace 
with expanding electrical utilization, 
is finding extensive wiring alterations 
necessary to converting peacetime ma- 
chinery and plant layouts to war work. 
At the focal point of the conversion 
program, Detroit electrical construc- 


tion men are predicting that wiring 






nny 48, 





This ad completes the cycle for Ryerson 
copy. The stock list was one of the first 
things featured by Ryerson advertising when 
buyers were skeptical about it having the 
steel in stock; then came the matter of de- 
livery—service; then the “Certified Steel" 
idea as a guarantee of correct analysis; and 
now again “have you got it?” is the question 
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changes and alterations in existing 


plants may soon approach the level of 
electrical installations in new buildings 
in the heavy industrial areas. And 
these conditions are typical of those 
encountered by industrial electrical 
contractors and industrial electrical 
departments in manufacturing plants 
throughout the country. 

New business machinery has been 
set up by electrical contractors in some 
areas to handle the huge war projects. 
Joint ventures of several concerns have 
been used to pool management re- 
sources, tools, and equipment. Subcon- 
tracting of the so-called “mother hen” 
type has been proposed but little used 
up to the present. 

A large volume of fluorescent light- 
ing work, alterations, and_ essential 
electrical repairs has offset the de- 
clining new commercial building ac- 
tivity normally handled by the small- 
er electrical contractors. 

Two new industry projects have 
been undertaken since Pearl Harbor by 
local groups of electrical contractors 
in coéperation with suppliers and in- 
dustrial electrical departments. Black- 
out control, which involves automatic 
or convenient manual methods of ex- 
tinguishing unattended lighting, has 
brought about the development and in- 
stallation of many ingenious devices. 
Emergency organizations for quickly 
repairing damage from sabotage or 
bombing are being formed in the tar- 
get areas. Under the Rochester Plan, 
for example, the local Electrical Asso- 
ciation forms the hub of the organi- 
zation, registering locations of special 
electrical materials, tools, and skilled 
men for quick mobilization and dis- 
patching to the emergency job. 

In wiring systems, the development 
of steel enclosed, dead front switch- 
gear and fire-safe transformer combi- 
nations for industrial substations is 
permitting economies in scarce copper. 
High voltage industrial distribution 
with load center transformer stations 
in the production area cuts the amount 
of utilization voltage secondary con- 
ductors to a minimum with flexibility 
enhanced through primary and sec- 

ondary networks. 

Some urgent conservation problems, 
particularly in copper and rubber, are 
stimulating proposals for simplification 
and alterations in the National Electri- 
cal Code. However, no serious inroads 
on existing safety standards are ex- 
pected.—W. T. Sruart, Managing 
Editor, Electrical Contracting. 
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Sales Promotion... 


ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales 





Sample Package 


Makes Reference Folder 
for G-E Varnished Tubings 


@ BELIEVING that sampling is one 
of the most effective ways to get new 
users for a product where it is prac 


ticable, late last fall the construction 


materials division of General Electric 


Company launched a campaign to pro- 
mote its line of varnished tubings. In 
order to tell a convincing story of the 
product's 


Ant 


high factor of flexibility 


ind dielectric strength combined with 


extreme moisture absorption, a sample 


package was devised 


and offered 
through space in business papers sery 


ing the electrical field and general in 
dustry. 
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The sample package is in the form 
of a cardboard folder containing six 


samples of three types of the tubing 


inserted through ingenious folds in 


the the 


cardboard. Copy on inside 
pages gives complete information 
ubout the product together with de 
tailed specifications. 


It is emphasized 
that 


the tubing is saturated all the 


way through 


rat het 


than a 
lamination of 


mere 
veneer varnishes, which 
the buyer can check by examining the 
samples. The the samples 
against the yellow stock of the folder 


serves to make a striking piece. 


Sample folder which General Electric Company used to stimulate sales of its line of varnished 
tubings. Printed in black on bright yellow cardboard, the folder holds six pieces of three types 
of colored tubing, making an attractive display. Copy gives complete details and specifica- 
tions and a line across the center suggests that the folder be hung in a handy spot for ready 
reference. It was promoted with business paper space containing coupon to stimulate requests 


color of 


To encourage the recipient to keep 


sample packet, and an order blank were 
the folder, a reverse 


line the sent to G-l 


center suggests that it be hung in a 


utors expressed considerable apprecia 
across construction material 


handy 
Here” 


To the piece to the 
trade, a preprint of one of the ads, a 


spot tor ready reference; “Tack 
is urged at the top. 


merchandise 
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dealers with a letter suggesting that 
they requisition a supply of the sam- 
ple cards, check up on the business 
they are doing on the item, and make 


an effort to get Distrib- 


more of it. 


tion of the plan. 

Supporting advertising consisted otf 
various size space in Electric Light 
and Power, Electrical Manufacturing 
Electrical World, Electrical Contract 
ing, Electrical South, and Industria! 
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Location of new applications 


and new markets is a major 


| consideration in the advertis- 

ing plans of many manufac- 

turers . . . NED is ideally 
suited to a job of this sort, 
| reaching, as it does, 32 classi- 
fications of industry, with cov- 
erage accurately proportioned 


to parallel industrial activity 






by geographical location. 
























E. W. HISTED, FRENCH wm HECHT, INC. 


W rites: “From the first insertion of our advertisement in N. E. D. to 
the present time we have been more than satisfied with the 
consistency of this publication in securing the type of inquiries 


we have wanted — and we will say frankly, that in all our 





experience here in sales and advertising work we have never 


»d j 
- before experienced the flood of replies that greeted our 

a 

dy a = 

ts advertising. 


; New Eourtrepmenr? DicesrT 


t EN TON BUtItLODSEIN G =e GCiigv&seiiea sae. O H I O 
ld . EW YORK—110 E. 42ND ST PHILADELPHIA—-5941 NASSAU RD. CHICAGO—520 N. MICHIGAN AVE. 
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other chemicals in addition to ferti- 
lizers, and magnesium as well in the 
immediate future. Members of the 
organization are urged to send in ma- 
terial for publication, including photo- 
graphs of personnel, plants, and pic- 
tures that tell a story about Interna- 
tional products, for the best of which 
each month $5 will be paid. 
Forrest J. Nelson, advertising man- 
ager, Macwhyte Company, Kenosha, 
: Wis., has added to his duties the pro- 
ghd . ‘me ry ptsf duction of “Ropeology,” a four-page, 
SO ee Ce SMERN AUTLA om ———— 8',x11, issue punched at the side for 


SO ae eR AS MAH as a three-ring binder. It will be circu- 


lated to 28,000 users of wire rope. 
The bulletin is designed especially 
We Wat cetiesiny tins xe é f d 
GemAaity & ek: ut eae for keeping in touch with the many 
We We ott tiny asiotnace : ’ 


. 
Pe We has satan ct ip xoascres gy 


wire rope markets during the war 
period. It will feature the importance 
of wire rope, show the value of tak- 
ing proper care of it, and tie in with 
the company’s current series of edu- 
cational ads in business papers—one of 
which is reproduced on the back page 
Instead of the usual display of equipment in its exhibit at the National Sand & Gravel Show, of the bulletin. The first issue was 


Allis-Chalmers utilized large photo blowups and explained with this huge sign that its ouput 


was being rushed into the field as soon as completed, leaving none available for exhibit merchandised to the business pecs and 


to the company’s sales personnel and 
distributors. It is printed on seventy- 
Sales Promotion pound enamel stock by Buckley, De- 

wus ment & Co., Chicago, which helped 


Mr. Nelson work out the details. 





Two house publications of unusual 
Equipment News. Coupon copy was explains that the company name was character have just made their appear- 
used to stimulate requests. changed to better indicate the scope ance: one for The Hart Products Cor- 
of its products, which now include poration, New York, “The Hartex 


+ 


New House Organs 

? 
Make Bow UPopeology 
@ A NUMBER of new house organs, 
both internal and external, have been 
launched recently by industrial adver 
tisers. HH. H. Cohenour, advertising 
manager, The Buda Company, Har- 
vey, IIL, is now producing “Buda 
News,” a four-page tabloid news style 
paper featuring company personne! 
ind product applications. The paper 
is loaded with illustrations and a let 
ter accompanying it to editors of busi 
ness papers advises that electros or 
glossy prints of any illustrations will 
be supplied for their use. 

When the International Agricul 
tural Corporation, Chicago, changed 
ts name at the first of the year to In 
ternational Minerals and Chemical 
Corporation it also established a house 
publication for members of the or- 
ganization. It is an eight page, 8'2x1l 
sheet done in red and black, being pro 
duced by the company’s agency, C. 

Here are a few of the new house organs which made their bow around the first of the year. 


Franklin Brown & Co. Phe initial The one at the lower right is the most unique inasmuch as it is designed to serve as an index 
issue does an introduction job and to the editorial content of the business papers serving the market covered by the advertiser 
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‘A Century of Business Progress” The Century Press, Toledo, Ohio 





























Large copies of this “Business Activity’’ Chart are available to advertisers and agencies . . . see bottom of this page. 





What Happens to Markets in 
WAR TIMES? 


TODAY . . . it’s easy to sell . . . in many markets. 
But TOMORROW ... after the War... what 


markets will produce the sales you'll need badly? 


IN WAR .. . food products are vital . . . as vital as 
explosives, rubber or synthetic rubber, petroleum and 
other chemical process products. Both fields rate high 
priorities . . . maximum production is imperative. 


IN POST-WAR PERIODS .. . when production 
drops sharply in many lines . . . foodstuffs as well as 
rubber, drugs, nylon, rayon, plastics, petroleum and 
other chemical process products continue in heavy 
demand for Peace-time living. 








Over 27,000 Circulation in 


chemical process plants . . . the | 
most complete coverage available ; ; 
in this “depression-proof” field Previous Post-War depression periods have demon- 

strated that these two fields are practically ‘“depres- 

sion-proof.”’ 


Thus, advertising today to the chemical process and 
;, ; food fields is not only effective during this War period 
Over 30,000 Circulation in food baa 7 : ‘ 
manufacturing plants . the .. . it is your best protection of these markets for the 
Ost CO lete cov ‘L % . . ° _ 
- an “Sepsosteeninst” bald coming Post-War time when your business life may 
depend on sales in these “depression-proof™ fields. 





PUTMAN PUBLISHING CO. 


737 N. Michigan Ave. Chicago 





Get Your Copy of This “Business Activity” Chart 


A large copy of this Chart, illustrated above, will be sent to 
advertisers and advertising agencies on request . . without charge 


Chart covers entire business history of U. S. from 1775 through 
1941 size 45” x 9”, in three colors shows all War and Post 
War periods, booms, depressions, range of prices, national income, 
federal debt, etc suitable for framing or use under glass 
on desk 











Write on your letterhead. 
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MABE Ricur: 
APPLIED 


(9 


Display of Wood Conversion Company, St. Paul, embodying a house section made of full size 
building material, was judged the best display at the recent Northwestern Lumbermen's con- 
vention. It permitted showing the actual installation of the company's various products 


Sales Promotion . . 





Digest,” and the other for S. Blick- 
man, Inc., Weehawken, N. J., “The 
These publica- 


Conqueror Digest.” 


tions are tour-page bulletins which 
present an index of the editorial con- 
tent of business papers serving the 
fields to which these companies sell 
their products. The material is clas 
sified as to executive type of interest, 
giving the publication in which it ap- 
pears, page number, and issue. A sen 
tence or two tells W“ hat the article 1s 
ibout but does not attempt to digest 
or summarize it, thus merely acting as 


an index. The bulletins are prepared 


This attractive birthday cake with forty 
lighted candles has been featured prominent- 
ly in advertising and promotion of United 
States Gypsum Company in connection with 
lumber dealer conventions throughout country 
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for the advertisers by Publications 
Digest. 
“Package Laboratory News” has 
been established by Hinde & Dauch 
Paper Company, Sandusky, O., to pass 
helpful corrugated 


along news on 


packaging developments. Special at- 
tention will be given to packaging of 
war materials and to development of 
new packaging ideas for postwar use. 
A routing list is provided at the bot- 


tom of the front page. 


Automatic Control Company, St. 
Paul, has established “The Rambler,” 
a self-mailing four-pager, 5'2x8'2- 
inch page size, devoted to what is hap- 
pening in the control field. It is sealed 
for mailing with a one cent stamp. 

“Aspiration” is the name of a new 
house organ for the Anemostat Cor- 


York. It 


8'4xll-inch size, four 


poration of America, New 
is standard 
pages, including self pictorial bleed 
cover illustrating an article on an in- 
stallation in Madison Square Garden. 
The company’s line of instruments is 
explained, and the New York repre- 
sentative is introduced on the back 


page. 


In order to remove all doubt as to effective- 
ness of Roxaneal, a new transparent liquid 
coating that prevents flying glass splinters 
due to concussion and vibration during air 
raids, Roxalin Flexible Finishes uses this 
way of staging a convincing demonstration 


The slide rule principal is being put to many effective sales promotion uses such as this weight 
calculator for porcelain enamel coatings developed by The American Rolling Mill Company 
Middletown, Ohio. Distribution is being made only through the Armco sales organization 
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As a result, Textile World publishes 
th kind of material that is of greatest 
ible use to the reader — original ma- 
terial — material designed to help the in- 
try with its actual problems.” 
But does Textile World alone do 
this type of publishing job?" 





. the editors all get around” 


“Textile World is the only publication 
‘organized’ to do this sestiaulie type of 
balanced job. And the ‘contents’, month 
in and month out, naturally reflect the 
thoroughness of that organization. 

“Notice, for example, this article on 
‘Fabrics for Military Use’, which is the 
latest in a series of ‘how to’ articles that 
Textile World has published for months, 
originally under the title: ‘Fabrics for 
National Defense’. . . . . 

“Notice that Textile World has been 
publishing a Loomfixers’ Manual which 
was so well received that it has been re- 
published in book form... 

‘That the series entitled ‘Staple Cot- 
ton Fabrics’ will soon be similarly re- 
published be 

‘That Textile World was first to in- 
form the industry about such develop- 
ments as the manufacture of carpets with- 
out weaving; drying with infra-red; the 
vitalizing of textile research; why QM 
rejects cotton fabrics; the certificate plan, 
and so forth. 

“Then study Textile World’s virile 
editorial pages . . . its timely New Equip- 
ment section . . . its Overseers’ Corner 

. its Questions and Answers depart- 
ment . . . News of Suppliers . . . News 
of Men . . . Textile Mil News . . . Over- 


seers’ Practical Helps . . . all of which are 
intended to maintain the editorial bal- 
ance that has made Textile World the 
industry’s most useful publication.” 

“But how can the editors of Textile 
World be sure the readers like what 
they give them?” 

“Obviously, there are various ways to 
determine that. First, there’s the flood 
of letters from readers that come in after 
the mailing of each issue. Then there’s 
the fact that Textile World’s paid circu- 
lation is the highest in its entire history 
(and the highest paid circulation of any 
publication serving the field) 

“But most important of all is the fact 
that year in and year out, thousands of 
mill men put their own hard-earned mon- 
ey on the line to be sure that they will 
receive every issue of their favorite busi- 
ness paper. And you'll agree, I think, 
that they wouldn’t do so unless Textile 
World gave them the kind of helpful, 
useful, factual information they need to 
meet today’s problems — the kind of in- 
formation they do not find in other 
publications. 


Reader Tests are 
Editorial guides 

“And then, every so often, to feel the 
pulse of Textile World’s audience, the 
editors conduct a reader-interest test to 
guide them in their efforts to give the 
readers the material they must have and 
which only an adequately-manned edito- 
rial organization is in position to furnish 
them. 

“The most recent test of this type was 
conducted a few months ago and more 
than 800 busy mill-men subscribers co- 
— Votes for the different kinds 

articles and departments were tabu- 
lated and the editors carefully analyzed 
the preference votes to make sure that, 
as always, the reader will get the type of 
editorial help which he himself has indi- 
cated will be of greatest use to him.” 

“Do your reader tests ever refer to 
the advertising pages?” 








. Treader tests guide the editors” 


“T'll say they do! Keen interest in the 
advertising pages is revealed by the fact 
that 98.2% of the replies in the test 
referred to indicated reader-interest in the 
advertisements, either regular study or 
occasional study, which bears out my 
frequently-repeated contention that to 
the reader, Textile World is a business 
tool—the entire magazine (from cover 
to cover) representing an important busi- 
ness service to him.” 

“Fine; Mac. These details you've 
given me are just what I've wanted. 
They'll be a great help to me in mak- 
ing up schedules for my clients. Now 
I can readily understand why, when 
it comes to getting a message to the 
textile industry, you maintain that 
Textile World is the vehicle of com- 
munication fo use. Come in again 
soon, Mac.” 

. * * 

One item we'd like to add to 
Mac's story is the annual Index to 
Textile World which contains still 
further evidence that Textile World 
does the balanced kind of edito- 
rial job that the many-sided textile 
industry requires. 

The Index to Textile World for 
1941 is now available and a copy 
will be sent with our compliments 
on request. 

At the same time we will be 
glad to answer any questions you 
may have about the textile indus- 
try or how Textile World can help 
you in your job of cultivating this 
important market. 





entile World 


Veh fats of @eriliultialiaeiitels 





Graw-Hill Publication 


330 West 42nd Street, New York, N. Y. 


tn sal olelateli 





hia as in former years. 


vsive sales index. 


ing mills. 


HIGHLIGHTS OF THE INDUSTRY 


rl issue of Textile World will contain a preview of the Knitting Arts Exhibition, to be 
i April 27-30; and a Guide to Exhibits. Extra distribution at Show will provide 
nus"’ cirevlation for April Textile World advertisers. 

Knitting Arts Exhibition to be held in Atlantic City Auditorium instead of in Philo- 


Sales of textile machinery, equipment and accessories went ‘‘through the roof'’ in 
. % ahead of 1940 (previous high year) as measured by Textile World's 


Price ceilings on Nylon hosiery; cotton sheets, pillow cases, and other ‘‘Fine Cotton 
ds’' will put premium on new production economies in knitting mills and in cotton 


Dr. Arnold L. Lippert, textiles branch of wes, designated as presiding officer of 











of representatives of 





vif monvfacturers’ industry advisory 


Pharma Chemical. 





nt, General Dyestuff, American Geenandl, Ciba, Southern Dyestuff, Arnold Hoffman 


4 timely Suggestion: prepare special copy for your April Textile World advertisement, 
i to the ‘Knitting Arts’’ theme of the issue; and reserve adequate space immediately. 
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Usefulness Should Be 
Keynote of Advertising 


® NOW is no time for so-called institutional 
advertising or bursts of patriotism in print. In- 
dustry has its greatest production job to do to 
win the war, and as industry’s voice, advertising 
should do less “talking” and more working. 
That’s why usefulness should be the keynote of 
all advertising copy today. 

Greater and faster production is the problem 
facing America now and it should be advertis- 
ing’s first objective to help solve it. There are a 
number of campaigns running in the business 
press today which alone might make a manual 
on wartime industrial advertising. Among them 
is that of Greenfield Tap and Die Corporation 
which is doing an outstanding educational job 
on how to order, use, and care for taps. Al- 
though some of the material is available in book- 
let form, Greenfield, nevertheless, is giving it 
greater exposure in its current advertising in bus- 
iness papers to get it into as many new hands as 


possible. It’s an educational job for industry, 


but a smart advertising job for Greenfield. By 
now everyone in the advertising field must know 
about Warner & Swasey’s educational program 
which was launched a couple of years ago, long 
before many people were conscious of a Pearl 


Harbor. That campaign alone would make a 
text book on wartime advertising. Nicholson 
File, Carboloy, Crane also are putting their ad- 
vertising to work for the general welfare of 
America in front of their own immediate in- 
terests. 

One of the newest and most pretentious pro- 
grams along these lines is that of Henry Disston 
& Sons, Inc., with their Conservation Control 
Plan. This broad program, detailed elsewhere 
in this issue, penetrates to the very worker at 
the machine, virtually giving individual instruc- 
tion and guidance to the men on whom the out- 
come of this war actually rests. What more 
laudable, intelligent, unselfish task can an ad- 
vertising program perform in wartime than to 
show users how to get the utmost out of the 
tools and machines they have to work with and 
to make them last longer? 

This is a period that can mark a turning point 
in advertising history. People can become so ac- 
customed to looking to advertising for help in 
solving their problems now that for ever after it 
will receive their greatest respect. Advertising 
has a singular opportunity to render a great serv- 
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ice to the nation and at the same time a most 
effective public relations job for itself. Let’s all 
put advertising to work. 


Business Papers Get 
The Spot Light 
® UNINTENTIONALLY, no doubt, Fortune 


did a fine piece of sales promotion for business 
papers in its February issue when it gave them 
a backhanded slap in a story about the American 
Locomotive Company. In a wordy attempt to 
appraise the company’s public relations efforts, 
the story said: “Public relations have been lifted 
out of the stodgy trade journal rut and keyed to 
the level of the general periodical. The com- 
pany is trying to accommodate itself function- 
ally to the future.” 

Placing them on the defensive is a sure way 
to get some people to fight. When the Fortune 
dart received the attention of the business press 
there was evidence that it was far from stodgy— 
“thick, stuffed, and dull.” Facts began to fly, 
and figures showed that most of the better con- 
sidered general periodicals are taking dirt in the 
face when it comes to recognition measured by 
advertising volume—advertising designed to do 
a ditch digging job, rather than to please any- 
one’s vanity. As to editorial importance, the 
business publishers were quick to point out that 
their editors are constantly being called to Wash- 
ington, to confer with those in charge of the 
war program and help them with the many per- 
plexing situations impeding progress. This is 
happening only because the business leaders of 
the country entrusted with the victory program 
know from experience in their previous busi- 
ness life how helpful and influential business 
papers have been in making America what it is 
today. 

After analyzing the “meat” and editorial de- 
pendability of the two kinds of publications, J. 
H. Van Deventer, editor, The Iron Age, com- 
mented editorially in his Feb. 12 issue: “And I 
wonder whether the glamor girls can do a bet- 
ter job ‘seeing as how’ they so widely scatter 
their favors. Perhaps now that some of the 
big butter-and-egg men who have been acting 
as glamor girl escorts have closed their pocket- 
books and are no longer taking the ladies out, 
it is necessary for the gals to look for new cus- 
tomers. But industry still has to eat its three 
square meals a day, and we never knew a glamor 
girl who could cook.” 
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Announce Jury of Awards in Competition 


EGBERT WHITE 


HThis group constitutes the Jury of Awards for "Industrial Marketing's" Fifth Annual Competition for Editorial Awards for business paper editors 






for Editorial Achievement 


Five prominent men in the advertising field to serve 


in selecting outstanding editorial matter of year 


@ FIVE OUTSTANDING men with 
long and wide experience in industrial 
advertising and publishing have been 
selected to serve as the Jury of Awards 
MarRKETING’s Fifth 
Editorial 


Achievement by business paper edi- 


for INDUSTRIAI 
Annual Competition for 
tors. We are proud to present John 
Coakley, manager of publicity, Thomas 
A. Edison, Incorporated, West Orange, 
N. J.; Charles M. Neighbors, manager 
advertising division, The Babcock & 
Wilcox Company, New York; H. L. 
Fisher, president, Rickard and Com- 
pany, New York; Egbert White, vice- 
president, Batten, Barton, Durstine & 
Osborn, Inc., New York; and Gerry 
Powell, typographic director, Ameri- 
can Type Founders Sales Corporation, 
Elizabeth, N. J. 
Neighbors are, respectively, presidents 
of the Industrial Marketers of New 
Jersey and Industrial Advertising As- 


Messrs. C€ ‘oakley and 


sociation of New York, chapters of 
the National 
\ssociation. 


Industrial Advertisers 

The competition was established by 
INDUSTRIAL MARKETING in 1938 for 
the purpose of giving recognition to 
editors of business papers for the great 
imount of outstanding work they are 
loing for the fields they serve, and to 
ncourage them to increase their ef- 


forts to raise the already high stand- 
ards of editorial service to business and 
industry. 

Nineteen awards will be made this 
year for the best work entered in six 
classifications: one First Award and 
two Awards of Merit in each division 
and one Special Award in classification 
six. The classifications are as follows: 

1, For the best series of articles or 
editorials on one theme on .a~definite 


objective appearing in a series of issues. 


2. For the best single editorial or 
article contributing to the advance- 
ment of the field served. This may be 
a technical article or a general article 
or editorial treating a problem con- 
fronting the industry and suggesting 


a solution. 


3. For the best single issue of a 
publication devoted entirely or prin- 
cipally to a single subject or central 
theme of major importance to the 
field served. Entries in this classifica- 
tion will not be considered alone on 
their bulk or elaboration, but rather 
on the merits of the project as to its 
definite objective and the tangible evi- 
dence of results achieved or influenced. 

4, For the best illustrative treat- 


ment of editorial material in general. 
Recognition will also be given for out- 
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standing work in telling a story prin- 
cipally with pictures and captions. 


5. For the best published research 


initiated by the Data 
may be technical or non-technical and 


publication. 


may concern any problem or need of 
the field served by the publication. 
Entries will be judged by the impor- 
tance of the need or problem of the 
industry; the originality of the meth- 
od of compiling and presenting the 
facts; usefulness and value of the re- 
search published. This classification is 
intended to recognize and encourage 
leadership by business papers in the 


interests of their readers. 


§. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. A_ special 
award will be made in the classifica- 
tion of the most outstanding typo- 
graphical excellence maintained during 
the year; this for the purpose of 
recognizing refinements made in pub- 
lications of established high standards 


of design. 

All entries will be judged on the 
importance of the subject matter and 
its value to the field served; the orig- 

(Continued on Page 107) 
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GERRY POWELL 





Chlorine Shortage Gacea Aduertisers! 


Shortage of the bleaching chemical, chlorine, is going 
to mean a drastic change in paper before long. Further rationing 
may be necessary in order to stretch out the supply. So, 
announcement of a new process for the production of this urg- 
ently needed chemical in the December issue of Industrial and 


Engineering Chemistry was an outstanding service to American 


Industry. 


For Today's Emergency . . . and Tomorrow's Market 


"| HIS chlorine shortage has been coming 

closer and closer as war production 
schedules have mounted month by month. 
Industry after industry has felt the pinch 
with the results most plainly evident in the 
paper market. Urgent need had started 
action to develop substitutes and new 


processes. 


Under the guidance of a veteran chemi- 
cal engineer, work was pushed along in a 
great university from which many other 
important developments have come. With 


full details worked out at last, the process 





was announced. In our December issue we 
carried the full story, process, engineering 
calculations and data, complete for the 
use of production men who might want to 


try it out on a large scale production. 


So much for today’s emergency. Peace 
time production may make even greater 
use of this process since it produces not 
only the bleaching material chlorine but 
also another much used chemical material. 
Again “IEC” has scored a scoop, being the 
first to present the detailed report of an 
important new process to the chemical 


industries. 


Industrial and Engineering Chemistry 
332 West 42nd St. x ABC) New York, N. Y. 
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problems which will be answered 





PROBLEMS 
IN INDUSTRIAL MARKETING 










By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 


in this deoartment, or direct, if requested 





Wartime Advertising 


We have read everything in sight 
on the best type of advertising to car 
ry on nou that we are a tually in war, 
hut admit that we are still more on 
less in a quandary. Our plant is run- 
ning almost 100 per cent on war u ork; 
so we have no immediat selling mes 
sage. Can you give me any simpli 
formula or principli on which you bi 
lieve we ought to be working? 

ADVERTISING MANAGER. 


Some authorities state that no ad- 
vertisements should appear that do not 


he 


war. Generally speaking, we believe 





p directly or indirectly to win the 


this is a good plan for most industrial 
idvertisers because most of their cus- 
tomers are directly engaged in wat 
work and any constructive suggestions 
or inspirations they can pass on are 
of course most helpful and will, in 
turn, build the best type of good will. 
However, there are many other manu- 
facturers who are not so directly en 
gaged in war work although they also 
have an important job to help maintain 
our national economy. It will, no 
doubt, pay this second group to con- 
tinue their commercially sound selling 
ulvertising, though turning it to the 
war-service theme whenever possible. 
In war or peace, advertising that in 
forms and serves has always paid best; 
so the job really has not changed so 
very much. One group of six objec- 
tives as given by G. D. Crain, Jr., [see 
IM, Feb. *42, p. 21] are as follows: 

1. Speed governmental accomplish- 
ment in the drive for victory. 

2. Expedite conversion of industry 
to wartime production. 

3. Ease the shock of war on civil- 
man population and national economy. 

4. Divert demand from scarce ar- 
ticles to those more plentiful. 

§. Explain business to the public. 

6. Condition markets for postwar 
developments. 

It often takes a great deal of mid- 
night oil to determine just what part 
your own advertising should play be- 


cause your company 1s in just a little 
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different position and needs to tell a 
different story than every other com- 


pany. 


Special Publicity Agent 

We employ a recognized advertising 
agency and are now studying the pos- 
sibility of also employing a publicity 
organization. We had always thought 
that a good advertising agency should 
be able to take care of the publicity 
that usually develops in connection 
with the average account. However, 
with our agency 
se parate 


on discussing this 
the j have recommend d a 

publicity organization. Will 
please let us have the advantage of 
had along this 


you 


any experience you hat 
line? 
ADVERTISING MANAGER. 

As you have indicated, the average 
agency 1s able to take care of the ordi- 
nary publicity jobs that develop with 
the average manufacturer selling to 
industry. However, if an intensive 
job 1s needed and should be done it 18 


best to employ a separate publicity 


avanaace roe PROMPT occivery 


TORRINGTON NEEDLE BEARING 





This page ad is unusual in at least two re- 
spects: it announces prompt deliveries for 
Torrington needle bearings and carries the 
main illustration in the middle of the page, 
contributing greatly to its attention value. 
Three applications are shown at the bottom 
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organization. Some types of manage- 
ment shy at the intensive publicity 
program and will release no more than 
the usual news such as plant exten- 
sions, new products, changes in per- 
sonnel, etc. However, if your man- 
agement is open-minded and interested 
in additional publicity, it would prob- 
ably pay you to try a publicity or 
ganization for a year or more to deter 
mine what they can do for you. There 
probably is a wider range in the abili 
ties of publicity organizations than 
in any other type of business. If you 
will study their current work with 
present clients you will, no doubt, 
get a fairly good picture of what they 
can do for you. A very interesting 
example of a good public relations job 
was the recent offer of an insurance 
company to build an underground 
bomb-proof vault for the Liberty Bell. 
The offer was accepted by the Mayor 
of Philadelphia and a very large num- 
ber of newspapers and magazines car 
ried a picture of the Liberty Bell, 
company executives, etc., along with 
the story. This, of course, may of 
may not have originated from a pub 
licity organization but is typical of 
worth while work along this line. 





Types of Service 
Advertising 

Practically all of our space adver 
tising is planned along service lines 
We are also including a great deal of 
data in our new catalogs in order to 
be of special service to our custome) 
in wartime. Special booklets have also 
been written to help our customers 
switch their equipment over to war 
Are there any other seri 
ice features believe 
might study to complete our program? 

ADVERTISING MANAGER. 


time work. 





which you 


You seem to have thought of every 
thing. There is little else we might 
mention unless, perhaps, you might 
branch out more into the field of labo: 
and public relations in an effort to go 
beyond the ordinary commercial ad 
vertising in which you have been en 
gaged. General advertising that will 
serve as an inspiration to eliminate 
personal differences and concentrate 
on the war effort may be helpful from 


. | 
an employe morale standpoint as well 





as with the general public. 

Getting down to service details— 
have you studied the preparation of 
wall charts and similar data for your 
In addition to the much 






customers? 
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IGGEST JOB 


(hn Railroad History 


. Th, The tremendous additional war load which American 
Railroads are being called upon to carry will require 
huge increases in new rolling stock, greatly increased 

activity in repair and maintenance shops—all of which 

will demand the employment of the fastest, most efficient 
metal-working equipment and methods. 

















The April 1942 issue of MACHINERY will cover this 
story from the angle of the metal-working machines and 
methods employed to fill the Railroads’ demands for more 
equipment, more efficient operation, faster maintenance 
and repair. Detailed, profusely illustrated articles will 
describe operations in the country’s largest and best 
known shops, presenting a comprehensive picture of the 
entire field of Railroad metal-working, from locomotive 
building to the many unique methods employed in 
maintenance and repair. This is vital information, val- 
uable to all production executives, whether engaged in 
railroad work, or the countless other jobs essential to 
victory. 





April MACHINERY will be valuable to the metal- 
working industries. Your advertising in this issue 
will get the benefit of high reader interest. 


RAILROAD 


PRODUCTION NUMBER 
April, 1942 
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sn effort to promote a more intense awareness among employes of the vital importance of turret lathes to the final outcome of the war, The Warner & Swasey Comp 
ertising department has produced a series of posters for display at strategic points in the shop, several of which are shown here. The posters measure 24x36 inches and 
cuted in full color. Embodied in the designs is the Warner & Swasey V for Victory labels which has been produced separately in various sizes for use on shipments, winds 
dshield, and other applications. Notice the ingenious manner in which the “W" in the name “Warner” has been formed by overlapping two V's in different co 


used wall charts, some companies have 
developed remarkably ingenious cal- 
culators that save time and effort for 
those working with their products. 
One that came across the desk the 
other day performed twelve different 
functions very 


weight calculating 


quickly and effectiv ely ; 


ls Now the Time to 
Change a Trade Name? 


We have a fairly satisfactory com- 
pany name. However, we have not 
used our com pany name in connection 
with our products but for years have 
developed the trade name (CEN- 
SORED), which has since come to be 
used for many other articles—so 
many, in fact, as to become confusing. 
We also have other trade names and 
wonder if it would not be good busi- 
ness lo try to change them all over 
to our company name during this war 
period while our plant is running to 
capacity and our products are g2omeg 
into wide distribution. 

ADVERTISING MANAGER. 


We believe it is most important to 
first determine the standing and posi- 
tion of your various trade names with 
your customers and prospective cus- 
tomers. I would find out definitely, 
through an identical mail and sales- 
man check, the questions indicated 
regarding your names. If no serious 
barriers dev eloped, I would then switch 
either to the slow change-over using 
both names or directly to the name 
of your company. 

However, I believe you also should 
give some study to the word (CEN- 
SORED), because some will pronounce 
it (CENSORED), and some will pro- 
(CENSORED). If you 


nounce it 
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were starting from scratch and did 
not have a company or personal pride 
in the name, this name probably would 
not be selected. If it seems that your 
shop might be producing at capacity 
for the duration of the war regard- 
less of your selling effort, this might 
place you in an entirely independent 
position and permit you to start with 
another and even better name if you 
care to try it. 

We could give you the names of 
many companies and products that are 
not indicative of quality or that are 
hard to remember, and could tell you 
something about the worry and time 
spent by the executives of these com- 
panies in an effort to improve their 
situation. However, if the company 
is getting by fairly successfully, no 
one likes to step out and make the 
change. A contest might even be 
carried on in order to help you de- 
termine the best trade name and to 
attract the attention of your custom- 
ers to your products. Then the new 
name could be announced and con- 
siderable advertising could be used 
during the war period in order to 
build up the new name. Its complete 
acceptance would probably be de- 
veloped by the end of the war and 
the changeover would have been safely 
and satisfactorily made. 

While the name, of course, is not 
the primary factor in success, some 
names are so indicative of quality and 
easy to remember they really play an 
important factor in the success of a 
company. The complete change of 
name is probably not essential and is 
really expecting too much of an av- 
erage company that already has a 
liking for it. However, I do believe 
that while you are studying the prob- 


lem, this whole question of name 
should be thrown wide open. 


[CONTINUED FROM PaGeE 31] 


New Product Publicity 


be authorization to make a cut and an 
offer to pay the bill. This will satis- 
fy the preference of those who cus- 
tomarily charge for making cuts. If 
cuts are available, proofs should be 
sent and a return postcard included 
with which a request may be made for 
The illus- 
trative material should be clear and 
show the product to advantage. The 
release should be addressed to the mag- 
azine, attention of editor by name or 
title. A “key” address should be given 
or offered in addition to the regular 


one or more of these cuts. 


address. 

By following the above, the likings 
or preferences of considerably more 
than a majority of business paper edi- 
tors will be satisfied. It is reasonable 
to suppose that more new product 
publicity will appear in print than 
would be possible by any other meth 
ods of release. 


be bought. Editors are not hard fel 
lows to satisfy and do appreciate coép 


Editorial space cannot 


eration on the part of advertising agen 
cies, publicity bureaus, and manufac- 
turers in supplying usable product in 
formation regarding new developments 
in industry. 


Geist Heads New A-C Department 


Walter Geist, vice-president, Allis 
Chalmers Company, Milwaukee, has bee: 
appointed to head a new department cri 
ated to formulate and put into effect sal 
policies, and to correlate and unify th: 
selling activities for all the company’s 16/ 
products, with the exception of those 
the tractor department 
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TODAY . . . Advertising now, in one or both of these NUMBER ONE 
papers as your products may require, helps get your share of present war 
business . . . New industrial plants under construction or on the drafting 
boards, and existing plants to be immediately converted to war equipment 
manufacture, will need tremendous quantities of heating, ventilating, air 
conditioning and piping products — estimated volume three to four hundred 
million dollars in 1942 ... New homes for war workers already in 
construction or to be erected as soon as possible, and 
rehabilitation jobs, will need huge quantities of 
warm air heating products and sheet 















t metal 
install. 
heating 
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metal work — estimated volume in 
1942 a minimum of 300,000 to a possible Heal 
high of 600,000 complete warm air heating installations. Cc ont 


TOM ORROW . . . Advertising now enables you to build P 
and maintain an enviable position in the field against the time when 
Victory is achieved and America once more returns to a normal, 


Peace-time activity. 


KEEP YOUR VITAL SALES CONTACTS by consistent advertising in these two 
PRIMARY PAPERS, which reach the same KEY MEN who yesterday purchase- 
controlled peace-time buying, who today control war-time buying, and who 









tomorrow will again control peace-time buying. 


COMPANY... Gir Conditionin 





















USEFUL INFORMATION 


To tHe Eprror: I wonder if it 
would be possible for you to send us 
twenty-five or thirty reprints ot the 
irticle which appeared in your Jan- 
uary issue, “Espionage Act Will Be 
Applied to Industrial Advertising.” 
We would like to route this around to 
several of our account men as it is 
most timely. 

J]. Davis DANFORTH, 
Vice-President, Batten, Barton, 
Durstine & Osborn, Inc., 


New York. 


, F F 
ADVERTISING SCIENCE IN ACTION 


To rue Eprror: Thanks for gis 
ing us a swell February issue. It was 
most informative, and I was especially 
interested in Lloyd W. Dunn’s article 
on electrical equipment buyers. That 
kind of informative report is worth 
its weight in gold because it is adver- 
fising Science in action, 

I'd give a lot to have in my files the 
same kind of information about each 
of the various industries to which in- 
dustrial advertising is directed. What 
in idea file ¢/at would be! 

W. V. CUNNINGHAM, 


Milprint, Inc., Milwaukee, Wis. 


vv¥éeseg? 
110% LEGION 


To tHe Eprror: Enclosed is a 
black and white photostat of a three- 
color (red, blue, and black) advertise- 
ment which my client, The Allen 
Sherman-Hoft Company, is running in 
Power and 


the February issues of 


Engineering & Mining Journal. Also 
enclosed is a sample button as men 


tioned in the advertisement. 

The story behind this advertisement 
is that the name “110 Per Cent Le- 
gion” and the idea of putting the name 
with a “V,” in a blue triangle on a 


Frank B. 


button, were conceived by 
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Allen, president of The Allen-Sher- 
man-Hoft Company, after 100 per 


cent of his employes agreed to take 
ten per cent of their pay in defense 
bonds. Mr. Allen naturally hopes that 
many other concerns will soon be able 
to say that 100 per cent of their em- 
ployes, too, are taking ten per cent of 
their pay in defense bonds. 

Sample buttons and permission to 
use the design will be given freely to 
any concern who certifies to the fact 
that their employes are doing the same 
thing. 

EUGENE A. HOLLAND, 
Philadelphia. 


vvyy¥ 
INDUSTRIALS KEEP LEARNING 


To tHE Eprror: | have been want 
ing to write you for some time as a 
result of your recent editorial in which 
you pointed out that the general ad- 
vertisers might do something abou 
improving their advertising. There are 
two reasons for the improvement in 
business paper advertising; one is the 
fact that for two years the industrial 


advertising managers, both in their na- 


$ = 


® 









tional conferences and in their chap 
ter meetings, have been made awarc 
of changing trends and the necessity 
for their advertising to keep in step 
with those trends. The other reason 
work which has 
been done on this subject by The Copy 
Chasers and The Associated Business 


is the educational 


Papers, Inc. 

The trouble with the general ad- 
vertisers is that most of them have 
no opportunity to “go to school” reg- 
ularly as do the industrial advertisers. 
The latter are perpetually doing post 
graduate work and through the NIAA 
have frequent opportunity to discuss 
their mutual problems. The genera! 
clubs 
country are so darned general that 
although they may hold weekly meet 


advertising throughout — the 


ings, the subjects discussed are too 
frequently divorced entirely from the 
problems of advertising. The ANA 
meetings twice a year to my knowl- 
edge have devoted all too little time 
and attention to the subject of copy. 
I think your editorial points out the 
results as reflected in much general 
advertising. 
ADVERTISER, 
New York. 


vvyy 
EFFECTIVE COPY 
To tHe Eprror: Just a line to 


thank you for your reference to our 
advertising shown on page 96 of your 
February issue. These good will ad 
vertisements appearing in power and 
marine publications have proven them- 
selves effective far beyond our great- 
est hopes and dreams. 
Wittiam T. Quimsy, 
Vice-President, Quimby Pump 


Company, Newark, N. J 


* VF 
SALESMEN'S IDENTIFICATION 

To tHe Eprror: As a subscriber of 
INDUSTRIAL MARKETING, and also be 
cause we think you probably have the 
answer, will you please give us some 
information regarding the best and 
most approved identification forms 
now being used by industrial salesmen 
to gain access to defense plants? 

A number of our salesmen have been 
complaining recently of the increased 
difficulty in getting in to see buyers 
in plants which have war contracts 
There must be some printed card, 
carrying the salesman’s picture and his 
signature, along with a place for him 
Such a card 


would probably also carry the signa- 


to countersign his name. 
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“THE NEW ACCENTS IN 

INDUSTRIAL ADVERTISING” 

150 leading industrial advertisers analyze current 
trends, describe the change in objectives brought 
about by today's conditions, and state clearly, in 
a Blue Print of Action Chart, just what course they 
propose to pursue in their business paper advertising. 


“HOW TO HELP YOUR 

CUSTOMERS AND PROSPECTS” 

The famous McGraw-Hill Guide Book. 44 pages 
of actual examples of how advertisers are meeting 
today's conditions in their business paper copy. 
Here's help with the "Why advertise now?” prob- 
lem, and plenty of suggestions for “What to say?” 


“WHAT TO SAY IN YOUR BUSINESS PAPER 
ADVERTISING TODAY” 

An analysis and classification of sales appeals being 
used by 70 representative advertisers to help meet 
“Industry's 12 Most Pressing Problems”... based 
upon a study of 5000 individual business paper 
advertisements. 


WHAT TO SAY..? 


Heres Helpful Free Literature 





™ 
NED ACCENTS 


INDUSTRIAL ADVERTISING 























Swat To saris | 
YOUR BUSINESS PAPER 
ADVERTISING TODAY 








Informative material pertinent to specific industries is available, currently, 
to manufacturers. and advertisers through the editorial and promotion 


staffs of the McGraw-Hill Publications. 


“Guest Reviewer Series” (Electrical World) 


“Construction Men Tell What They Want to Know’ 


(Engineering News-Record) 


"Selling Tips on Building Materials” (Engineering Neu's-Record) 
“What Electrical Appliance Dealers Are Thinking About Today” 


(Electrical Merchandising) 


"Selling Tips From Power Transmission Buyers” (Power) 
“The ChemENTATOR” (Chemical & Metallurgical Engineering) 


“Food News” (Food Industries) 


For copies of this material . . . for marketing data . 


. . for specific or 


general information on the fields covered by McGraw-Hill Publications 


. write us direct, or consult a McGraw-Hill representative. 
Have you read the leaflet “HOW BRITISH AND CANADIAN MAN- 
UFACTURERS ARE USING THEIR BUSINESS PAPER ADVERTIS- 
ING SPACE”? You'll find it interesting. Send for a copy. It’s free, 


of course. 


American Machinist ® Aviation ® Bus Transportation ® Business Week * Chemical & Metallurgical Engineering * Coal Age ® 
Construction Methods ® E & M J Metal & Mineral Markets ® Electrical Contracting ® Electrical Merchandising ® Electrical West 
* Electrical World ® Electronics ® Engineering & Mining Journal ® Engineering News-Record * Factory Management & Mainte- 
nance * Food Industries * Mill Supplies * Power ® Product Engineering ® Textile World * Transit Journal * Wholesaler's Salesman 


UBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK, N. Y. 


























































ture of the president or other execu- 
tive over the salesman. 


Do you have any information on 


how other firms are handling this 
problem, and have you any samples 
of the forms or cards which best 
serve this purpose? We would greatly 
appreciate any information or sam- 
ples which you could supply. 
HaROLD STEDFELD, 
Advertising Manager, Quigley 
New York 


Company, Inc., 


Please send in details 
andied in your 
and the, will be pub- 


ssue. | 
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BULLETIN BOARD COPY 
Epiror: 


tter is 


To THI Our client, the 
Continental Rubber Works, is work- 
ing 100 per cent for defense, for its 
rubber products are sold only on pri- 
ority. There was no question as to the 
need for advertising, but they realized 
that advertising has a different job to 
do now. Charles Palmer, advertising 
manager, was so impressed with the 
reception given his bulletin board ap- 


rubber 


throughout his organization that he 


peal for conservation § of 


thought the same appeal could be 
made through the business papers. 

Consequently, a test advertisement 
was prepared which was primarily a 
duplication of the bulletin as it ap- 
pears on the factory bulletin board. It 
received such favorable comment that 
the Continental advertising campaign 
this year will carry along the idea and 
present the current bulletins exactly 
is they appear at the Continental fac- 
tory and branches 


A. J. Davies, 
Davies and McKinney, Erie, Pa. 
. - V 
TECHNOLOGY DATA 
To rue Eprror: | was very much 
interested in your editorial in the Jan- 
uary issue entitled Technology Will 


Nation.” 


remember two 


Save the 
| well 


when there was a very real threat to 


years ago 


the machine and to the use of mech- 
unized production. As you say, the 
machine was being blamed for unem- 


ploy ment. 


The threat to the machine in 1939 
Was of very great importance to the 
manufacturers of machinery because 
their markets were being jeopardized, 
and many prominent metal working 
plants were hesitant at the time about 
replacing obsolete machinery with new 


equipment for fear of disturbing em- 
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DEFENSE CONSTRUCTION 
Must Le Served 


A highly important pert of the work this plant ix 
doing for National Defense ix meeting the de 
mand tor all tyres of hose mecessery for comstrac 
thm, reper, and maintenance on Government 
projects. Such work must go on and ix receiving 
the necessary priority required on rubber and 


other critical material 


For years Continental hose has been held in high 
regard in construction helds In tilling such indirect 
but none the less vital defense ders, all of us at 
Continental must be constantly alert to give them 
the same wartime speed and p sion which this 


Mant & marmtammy on direct orders for Army, 


Navy and Air Force requirements 


ploye relationships. And so in a case 
like that, The Iron Age decided to do 
What The Iron 


Age did was to run a series of six 


something about it. 


eight-page inserts, the first of which 
was entitled “The Threat to the Ma- 
chine.” The entire series was devoted 
to the task of defending the machine 
and pointing out the advantages of 
mechanized production and freeing the 
machine from the blame of unem- 
ployment. 

At the time abstracts of The Jron 


Age’s series were printed by the news- 


papers from coast to coast, and I am 


enclosing with this letter reprints of 
the six eight-page inserts which ap- 
peared in the editorial section of The 
Iron Age in 1939. 
Cuarces S. Baur, 

Vice-President, ““The Iron Age,” 
New York. 

vyv¥yy 

POPULAR HOUSE ORGAN 


To tHe Eprror: We established 
some kind of a record with the latest 
issue of our publication, “The Glass 
Lining,” which I thought might be of 
interest to you. 

The issue to which I refer is at- 
tached, although I believe you are re- 
ceiving copies separately. Out of the 
six articles, four are being reproduced 
in regularly established trade journals. 
In the case of two articles, they are 
being reproduced in two different me- 
dia. In the case of the lead-off article, 
we had a request for sixty copies for 


one firm alone. 


Every manufacturer publishing a 
house organ must question the value 
of it, and we have been no exception. 
It is reassuring to obtain requests of 
this kind because it reflects approval 
on the part of those who are qualified 
perhaps 


to judge editorial content, 


better than the average layman. 

Throughout the years that we have 
published “The Glass Lining” (and it 
originated in 1924), we have consis- 
tently tried to include material that 
would be of definite interest value to 
readers. This is the first time, how- 
ever, that two-thirds of its content 
are being reproduced in regularly es- 
tablished trade journals, and in differ- 
ent fields. 

We give you this information not 
with the idea of blowing our own 
horn but to point out the necessity 
for everyone charged with this kind 
of work to give the reader something 
worth reading. 

H. R. Hanson, 

Advertising Manager, The Pfaudler 

Company, Rochester, N. Y. 
7, = F 
JEOPARDIZES ADVERTISING 


To THE Eprror: For the sake of all 
advertising, and for the future se- 
curity and welfare of the printing, 
publishing, and agency business, can’t 
something be done about a certain 
“splurging” type of industrial adver- 
tising? 

I am referring to those advertise- 
ments that do nothing but shriek to 
the high heavens that “now we have 
oodles of money to spend for adver- 
tising.”” 

I am particularly burned up by a 
four-color, four-page spread which re- 
cently slapped me in the face from 
each business magazine I picked up. 
It fairly reeks with affluence, in its 
gorgeous colorful art treatment of 
planes, planes, planes—and then more 
planes. The entire four pages de 
liver the startling bit of information 
that “Blank serves the nation on the 
flying fields of war and—in_ the 
arsenals of production and—in the air 
ways of peace.” That is the message 
—twenty-two words, no more, no 
less. Sparsely distributed over the fou: 
pages. 

Maybe I’m wrong, but I can’t for 
the life of me see what useful, con 
structive purpose this advertisement 
serves. I suppose it is “name” adver 
tising. 


We are all guilty at times of 
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achines 
Will Win This Warf... . 


Fighting machines . .. production machines. . . 





maintenance machines ,., are necessary to win victory. 


No one doubts eventual success . . . least of all the 
thousands of design engineers busy with plans of ma- 
chines’ that will form the bulwark of tomorrow’s 


offense. 


In tune with the times, MACHINE DESIGN’s editors 
are giving these engineers vital information timed to 
their needs. You can parallel this important dissemi- 
b> nation of engineering, data with advertisements carry- 
, ing facts and figurés about your products . . . advertis- 
ing that.helps design engineers more intelligently to 
select parts, materials, accessories and finishes for 


i original specification. 


More than 38,000 Design Executives, Chief Engineers 
and Designersof machinery in over 8,000 plants have 
MACHINE DESIGN available every month. Reach 
them with your message and you reach the source of 
original specifymg power . . . not only for today’s ma- 


chinés but for those of the future. 


4 Macuine Desich 
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Advertising Deductible in 
1941 Income Tax Returns 


@ ADVERTISING expenditures may 
1941 


turns as heretofore, according to as- 


be deducted in income tax re- 
surance given late last month by Act 
ing Commissioner Norman D. Cann 
ind Ralph Reed, acting Assistant Dep 
uty Commissioner in charge of the 
Income Tax Unit, Bureau of Internal 
information was re 


Ad ver 


tising Age denying rumors that deduc 


Revenue. The 


leased in an interview with 


tions for institutional advertising 
would not be permitted, that deduc 
tions for expenditures with funds ob- 
tained from government war contracts 
have been banned, and that the Bu 
reau intends to pay particular atten 
tion to the subject of advertising in 
scrutinizing returns due March 15. 
The statement was based on the fact 
that neither the law nor the Treasury 
Department policy has been changed 
with respect to deductions for neces 
sary business expenses, and advertising 
heretofore has always been classified as 
“necessary,” and therefore deductible. 
What will happen in the future is 
uncertain, but there 1s considerable 
expectation that the next tax bill de- 
signed to uncover seven billion dollars 


additional revenue to help finance the 


war, now being considered by Con- 
gress, will tap advertising in some 
manner, directly or indirectly. This 


bears watching closely by all adver 


tising interests. 





lapse which allows advertisements to 
be written and printed that are nei- 
ther constructive nor useful—when 
God forbid that we 
should all resort to imprinting “Re- 
Pearl Harbor” 


firm names, and attempt to justify it 


analyzed. But 


member slogans with 
as advertising. 

I realize that business papers and 
magazines Cannot be expected to cen- 
sor this type of advertising—but if 
something isn’t done, and soon, Wash- 
ington will be able to collect a nice 
exhibit of extravagant, wasteful, 
spendthrift advertising that can give 
a black eye to the other ninety per 
cent of advertising which is perform- 
ing a useful, helpful function. 

Can we not, through the trade pa- 
pers of advertising, and through the 
associations of advertising men and 


(AFA, AAAA, NIAA, etc.) 


do an immediate job of driving home 


women 
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the realization that such advertising 
can be a dangerous boomerang? A 
effort in this 


concerted direction 


might at least discourage the more 


frequent examples of well-meaning 


but wildly extravagant flag-waving 
in advertising. 
| apologize to those whose toes I 
may have stopped on, for this letter 
is written only with the sincere de- 
sire to preserve and safeguard adver- 
tising. 
Ropert F. Hever, 
Treasurer, Beaumont, Heller & 


Sperling, Inc., Reading, Pa. 


f 


{Editor's Note The Copy Chasers of 
this publication and The Associated Busi 
ness Papers, In have been directing at- 
tention to this problem since the inception 


of the “Defense Era.” The ABP has just 
announced publication of a new book or 
the subject. “A Guide to Effective War 
Time Advertising | 

~~ wo. ww 


THE FLAG IN ADVERTISING 


To tHe Eprror: The matter of 
using the flag of the United States in 
advertising is governed by state stat- 
utes. Congress has not enacted any 
legislation in this regard, although a 
bill is now pending in the present 
Congress. Accordingly you would 
have to refer to the state regulations 
on this subject. 

In the absence of federal legislation, 
this bureau does not have the author- 
ity to pass upon the propriety of the 
use of the flag in the manner described 
in the advertisement referred to above; 
however, it does not occur to me that 
such an advertisement would be im- 
proper. As a matter of fact, it would 
appear that the corporation mentioned 
therein is endeavoring to publicize and 


encourage interest in Defense Bonds, 


—>4 
THE DUTY THAT WE OF THE SECOND LINE OF DEFENSE HAVE 


TO PERFORM TO THE UTMOST LIMIT 


THE GREATEST POSSIBLE PRODUCTION OF VITAL MATERIALS 
THE ADEQUATE PURCHASE OF DEFENSE BONDS AND STAMPS, 


THE NECESSARY SUPPORT OF THE AMERICAN RED CROSS. 


4 / 
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Stamps, support of the American Red 
Cross, etc. If there is anything ob- 
jectionable at all it would prebably 
arise in the use of the seals “Philo” 
which 


center of the advertisement 


and “Rainier,” appear in the 
between 
the illustrations of the flag of the 
United States. 

The general purpose of prohibiting 
the use ef the flag in commerce may 
be said to relate mainly to matters of 
advertising. However, a display of 
the flag when not accompanied by ad 
vertising matter, though accompanied 
by the name of the firm or individua 
or with such additional words a 
“Compliments of,” etc., should not be 
undesirable. 

There has been published by thi 
bureau a bulletin entitled, “The Flag 
of the United States—Its Use in Com 
merce’ (Trade Promotion Series No 
218) which may be procured for te: 
cents from the Superintendent of 
Documents, Washington, D. C., 0: 
from our Regional Offices. 

James L. Brown, 
C hief, 
Economics Unit, Bureau of For 


Assistant to International 


Domestic Commerce, 


Washington, D.¢ 


eign and 


{Editor's Note: The page advertisement 
referred to in this letter was submitted |! 
a reader for comment with reference t 
the use of the flag in it. The matter wa 
referred to Mr. Brown for informat 
with reference to application of law 
government regulations on the subje 
His reply is published here for general 

rmation. ] 


Vv 
A GOOD ONE 
To THI 


know that I, for one, have found you: 


Eprror: You may like to 
February issue one of the most timely 
and most interesting I have read for 
a long time. 
F. A. MAGEE, 
The Ronalds Company, Limited, 
Montrea! 


Institutional Advertisers 
Changes Name 


Institutional Advertisers, Inc., recet 
formed to conduct an advertising busi! 
in New York with Car Byoir as one ot ' 
incorporators, has changed its name 
Public Relations Advertising Corporat 


Adds H. M. Messenger 

Harold M Messenger, for the 
seven years advertising and sales pt 
tion manager of Thatcher Mfg. Comp 
has joined the executive staff of Amer 
LaFrance and Foamite Company, E] 
1. Y., as sales promotion manager 


To Evans Associates 


Kellogg Switchboard and Supply ‘ 
pany has appointed Evans Associ 
Chicago, as advertising agency 
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What Are You Doing 
to Win the War? 

We mean—in your jobs? 

Do you have in mind each time 
you begin to prepare a piece of copy 
the responsibility you have to make 
that piece of copy as useful as possi- 
ble to someone who needs more in- 
formation in order to be a bigger 
help in winning the war? 

Or aren’t you over, yet, the emo- 
tional stage? 

Are you dishing out facts or are 
you still waving the flag? 

We need less flags waved and more 
guns fired. We need less “Remember 
Pearl Harbor” and more “Here’s how 
to get out the goods.”” We need fewer 


V-shaped layouts and more practical 


diagrams. 
Less of this: 
The gauntlet has been hurled ... A 


fighting America has accepted the chal 
enge. We did not start this war, but it is 
the job of each and every one of us to 
lake certain that America finishes it 
right! Even selfishly, all we have to give 
the very least we can give 
oa 
In times like the present, there is but 
e obligation facing every industry, fac 
ry, and machine shop—keep wheels 
irning FASTER LONGER. This is 
war of production. Idle men and ma 
inery will not insure victory 
- 
More plants, more arms, more supplies 
these are musts on America’s blueprint 
victory 


We know all that: What we want 
» know now is—what are you doing 


bout 1t? We want to see— 


More of this: 

“Build this Lighter, Stronger Truck 
ly—in only 46'% Man-Hours.” 
d on Lindsay Structure (Dry-Zero 
rporation) tells and shows and dia- 
ims how extra strength is obtained 
thout extra weight. Norman D. 
iehling, account executive, The 





How Advertising Copy 


Can Help Win the War... Suggestions for 


the NIAA Panel Competition... Boos and Boosts 
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™\, ‘Build this Lighter, 
v TRUK 
-tn only 964 Man-Hours r 


Lindsay Strectere gets (4724 Strength without Late Weight 


ls 


Send for NEW 
BULLETIN 


LINDSAY STRUCTURE 
ALL-STEEL - 
Truck and Trailer Bodies 


Fensholt Company, Chicago, 
wrote this swell copy, full of 
meat for busy readers: 


Lindsay Structure offers body builders 
and truck operators a fast, simple method 
for assembling lighter, stronger truck 
bodies 

This prefabricated construction requires 
no riveting or welding It can be as 
sembled by unskilled workers with simple 
wrenches. The panel sheets in Lindsay 
Structure are “pre-tensed™ so that they 
instantly resist distortion and contribute 
their strength to the framing. Thus, it is 
possible to use 26-gauge metal and yet ob 
tain a body stronger than conventional 
bodies. In case of an accident, the dam 
aged parts can be replaced from the out 
side without disturbing undamaged sec- 
tions 

Lindsay Structure is not expensive, be- 
cause all parts are fabricated by mass pro 
duction methods. Yet bodies can be built 
to any size, with square or round corners 
and straight or slant backs Investigate 
Lindsay Structure today 


And this: “A pencil manufacturer 
showed the experts new speed in shell 
production.” Revere Copper and Brass 
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Incorporated tells how Scripto shifted 
from making automatic pencils to 
brass boosters for high explosive shells. 
Less of this: 
Behind the Man Who's Behind the 


Guns. This is a war of production and 
this is the kind of fellow who's going to 
do a lot of the winning of it. Manned by 
an army of experienced workers, Michigan 
Alkali is now working at maximum capac 
ity, twenty-four hours a day, seven days a 
week. Our production of chemical prod- 
ucts 1s continuous Many of our person- 
nel will remember World War I, and are 
abiding by its lessons. Today these les 
sons are helping them turn out quality 
basic chemical materials for war needs at 
amazing speed. 


> 
. And Keep ‘Em Turning! 

Hour after hour, shift after shift, 24 
hours a day—dquality tools prove their 
worth at the workheads by keeping vital 
defense production on the move. (Morse 
Twist Drill.) 

That’s not news, that’s only what 


is expected of you. Instead: 

More of this: 

“*Retreaded’ for the duration. 
APEXIOR keeps border-line boilers in 
service indefinitely.” (The Dampne) 
Co. of America.) 

“How to Get More Work from 
Your Battery Industrial Trucks.” 
Thomas A. Edison, Inc., explains that 
if a center-control fork truck “is now 
equipped with 30 C8s and does 9 
hours of continuous work daily, it can 
do 12 hours with 1 set of 30 D8; 18 
hours with 2 sets of 30 C8; 24 hours 
with 3 sets of 30 C8 or 2 sets of 30 
Ds.” 

And General Electric’s swell, prac- 
tical spread on “How You Can Get 
(1) More Skilled Man-Hours; (2) 
Greater Machine Output with Easy- 
to-Apply G-E Timers,” including an 
easy-to-use comparative buying chart. 
(See ‘‘Gallery.’’) 

Less of this: 

Quality, or to produce only the best, 
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CLARE RELAYS 


Multiple Contact Releys for Electrical, Electronic and Industria! Use 


“Tell All” Ad-of-the-Month 


has been the policy of the Flynn and Em 
nich Company from its very inception 
100 years ago 


a 
1872 Lonergan 1942. Over a long span 
of 70 years, economic changes, historical 
developments and industrial growth have 
profoundly influenced the fortunes of na 
tions, business organizations and human 
beings 
> 
We've come a long way together during 
the past 50 years. We've helped America 
through emergencies and through the 
greatest industrial era in her history 
We've brought the advantages of anti 
friction roller bearings to the many new 
and perplexing mechanisms of industrial 
pioneers. The accomplishments have been 


great, the rewards rich for Industry, 
for Hyatt, for America! 
> 


How Goodyear comes to be building 
subassemblies and parts for airfleets is a 
story of unswerving faith in the future of 
aerial transportation that goes back to the 
dawn of aviation It begins (and so 
n. almost endlessly, through Goodyear's 
nist 

What good is history now? What 
ire you doing foday to win this war- 


So 

More of this: 

“Glenn L. Martin Army-Bomber 
Plant Completed in Record Time.” 


Copy tells how “Incor”’ keeps winter 


oll » 
work on summer schedules. (Lone 


Sfar Cement ¢ or poration, ) 

And this: “Vultee Installs 9 Jron 
Fireman Stokers in its Great New 
Plant.” 

And this hunk of copy from a 


Universal Atlas Cement Company ad: 
SAVES TIME. Look what Atlas High 


Early cement has done on these typical 








Saved 13 days on machine tool plant 
addition 

Saved 12 days on foundations 

Saved 25 days concreting at freezing 
temperature 

Saved one week in finishing factory 
floor 

Cut one month off three-month building 
schedule 

After 70 hours made concrete strong 
enough to hold 560 tons of steel 


Less of this: 


They tell me tanks are important ma 
chines, too. This Model M Comptometer 
isn't exactly a 40-ton tank—but it sure 
puts the “blitz” on figure work, and it’s 
mighty important to my company in help 
ing to “Keep ‘em Flying”! 


> 
It is really an insulation job that faces 
America today insulating Democracy 
against Dictatorship. [Keasbey & Mattison 
sell insulation. | 


Forget the war tie-ups! If you’re 
selling calculating machines, sell cal- 
culating machines, not gags. 


More of this: 

“Production increased 6 times with 
precision boring machines. 10 more 
parts per hour while maintaining close 
limits of machining.” This is a W. F. 
SJohn Barnes ad, cram-full of copy. 
Tells about a job an airplane manu- 
facturer is doing—the tolerances spec- 
ified, how it works, results. Shows 
diagrams of various types of tools, 
offers “FREE Production and Tooling 
Ideas.” Even though busy machine 
shop operators aren’t keen about long 
copy, this one has so much good in- 
formation, they’ll read it. Nice job, 
George R. Holt, Barnes adver- 
tising manager. 

Less of this: 

In the air on land at sea—our 
motto: All-Out for defense until the 


enemies of Democracy are All-In for 
keeps. (Aetna Ball Bearing.) 
> 


Hard work, confidence and understand 


Production increased 6 times 


With Precision 
Boring Machine 






10 More Parts per Hour 
While Maintaining Close 
Limits of Machining 


7 
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ing the keynote for today! Work to 
us means unceasing effort by all to provide 
every needed essential to the Nation's war 
effort and to divert every remaining effort 
toward maintaining our own production 
because of its essential character in both 
civilian morale and the subsistence of our 
armed forces. (Kerotest Mfg. Company) 


Can you believe so many advertisers 
are wasting 70 square inches with that 
stuff when the market is begging for 
help? They want— 

More of this: 

“This Clare Relay Can Take the 
Place of Many.” Engineers who “want 
a rugged multiple contact relay that 
permits innumerable contact arrange- 
ments which will enable them to de- 
sign their product to a smaller size, 
reduce the number of relays employed, 
and facilitate relay maintenance,” will 
read this single page ad which prob- 
ably has greater wordage than any 
other ad we've seen this month. (C. 
P. Clare & Co.). Uses, advantages, 
and method of manufacture (inter- 
preted with user-benefits) are ex- 
plained in detail, and a drawing breaks 
down the individual parts. Certainly 
the “Tell-All” ad-of-the-month, 
told by J. J. Lawler, J. R. Ham- 
ilton Advertising Agency, Chi- 
cago. 

And this—a swell little ad that tells 
“How to Cut Costs and Save Cop- 
per” (would have been better other- 
way-round). Simple hook-up chart 
shows how Jefferson Electric power 
circuit transformer eliminates dupli- 
cation of power and lighting systems. 

Less of this: 

Great big V. “V also stands for 
Value.” (Federal Motor Truck.) 

Mr. Jap’s pan. “That * * * Air 
Master Sure Messes Up Our Sth Col 
umn”—meaning “dust & grit.” (Cin 
cinnati Electrical Tool.) 

Tie-ups! Drop the war angle— 
talk the production angle 

More of this: 

“An amazing new grinding whee! 
does 2 to § times more work per man 
per machine.” Fact-packed copy tell: 
about “Faster, Cooler, Free-Cutting’ 
with Por-os-way, A. P. deSanno © 
Son, Inc. 

“When you use Coolant with Car 
bide Tools—Use Plenty of it!!” Ca) 
boloy Company, Inc., tells how to us: 
cemented carbides effectively. 

So many, many advertisers talking 
“win the war” sound hypocritical. I! 
they are trying to mask a greed fo 
more sales, they aren’t very successfu! 


At this writing, our side is losin; 











an 


I] 


economically." 


quickly; accurately; 


to where it is needed; 


is 


on from where it 
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info: 


HOW TO MAKE 


MUCH advertising 


YOUR ADVERTISING HELP OUR WAR EFFORT 
has to CHANGE to work TODAY: 


Fe IRL ING Se 


FREE MANUAL, 





90 PAGES OF PRACTICAL HELP 
Demonstrates, by example, how 
your advertising, too, can help 
fight this war; help customers; 
help build a sound foundation 


for future business. 









WANT FACTS? 


No chronicle of theories and opinions, this. 
"A Guide to Effective War-Time Advertising" is 
a factual report based upon the testimony of 
business leaders who have found ways to make 
their advertising helpfu] to their customers 
and prospects at a time when help is so des- 
It shows, 
companies now use "service advertising": how 
they do as the business paper editors do...use 
their space to transmit 


perately needed. 


important information 












too, now "oversold" 


@ row Business Pope: Advertisers ond 
Edvvors Shore An Opportunity To Serve Thew 











from where it is to where it is needed. 


EXAMPLES OF SOUND, SHIRTSLEEVE ADVERTISING. 


bss 
We have to use 
EVERYTHING WE'VE GOT 
to win this war! 


Good business papers 
are multi-purpose 
carriers that can 
convey important 
messages quickly, 
accurately, economically, 
to special groups 

of men with kindred 
war-time problems. 
America, the world's 
greatest user 

of these vehicles 

of communication, 
has a powerful tool 
to use against 

the Axis. 

By making the best 
possible use of 
business papers, now, 
we can strike a blow 
that will be felt 
across both oceans. 








Country Thew Customer ond Themsetves 












After you read this "Guide", you will have a new concept of what adver- 
tising can do to help America's war effort and to help your company 


solve its customer-relations problems, present- and future. 
will know what good "institutional" advertising is! 


fad you 





The "Guide" features advertisements that show some recognition of the 
conditions which today have increased rather than lessened the need for 
making business paper advertising useful, informative and specific! 





This "Guide", while comprehensive in itself, is only our introduction 
to a collection of case studies that will constitute a veritable WAR 
ALBUM. Send for it now and you'll receive additional up-to-the- 
minute case studies, free, as fast as they're produced. 


Yf OUNCE 


Associated Business Papers, 
Dep't. 2744, 369 Lexington Avenue, 
New York City // 














y 
"A Guide to Effective Y K Please send, without obligation, my free copy of ABP's latest. aid to 4, 
War-Time Advertising" Y, advertisers, "A Guide to Effective War-Time Advertising. 4, 
will help you do this. 4) 4), 
One copy is yours yi R Name // 
for the asking...if 4 y/§ 
you'll ask before Y, Position 4; 
they're all gone. Y, Ej 4), 
y Company. yi 
y Street 4, 
/ ij 
4 ational association of business pudii- 4/ City & State 


ations devoted to increasing their usefulness 
their sudscribers and helping advertisers 
*t @ Digger return on their lavestment. 
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<—=The “Gallery” 


the war fast, yet the business papers 
are full of “Today more than ever” 
copy. Talk about whistling in the 
dark! Those sound as 
though they were frantically trying 


to convince themselves! 


advertisers 


It’s time we all woke up! 

Hey, you Easterners—forget That 
Man, you're on his side whether you 
like it or not. Hey, you Mid-West- 
erners—we're at war, den’t you read 
the papers? Hey, you Far-Western- 
ers, get mad again, things are worse, 
not better. 

Until your job is lugging a gun, 
do what you can with your present 
job to win the war. That pencil is 
your rifle, that typewriter your ma- 
chine gun, that pen your torpedo. 

Get in—and pitch. 


Public Letter to 
Sidney H. Webster* 


Dear Mr. Webster: 


We hope you love us in October as 
much as you do now, if any 

We seem to be able habitually to alien 
ate the affections of whoever gets the 
thankless job of being chairman of the 
Panels Committee at the NIAA Confer- 
ence. We note you're the fall guy for 
1942; so, for a change, we're going to 
shoot off our mouth before the fact in- 
stead of after same 

This will be the fourth time this depart 
ment has reviewed the panels. Three times 
we've squawked about the choices of the 
ofhcial judges ‘and the second and third 
times at least we've made people awful 
sore at us 


We really can't blame Mr. Gray and 


Mr. Evans. Both of them must be swell 
fellers, because it’s only swell fellers that 
get cursed with such a nasty job. “Joe, 
he’s a swell feller; he won't mind’—that 


sort of thing 

Then Joe—or in this case, Charlie or 
W H goes to work and sets up the 
system and makes all the arrangements 
and does all the last-minute favors and 
forgives those who disregarded the rules, 
and finally it’s all over and he sits back, 
exhausted—and whammo! The Copy 
Chasers come out and say the awards 
smelled up the joint! 

Mr. Webster—do they call you Sid? 
Sid, accept our deepest sympathy. You've 
got yourself engaged to a tough job, but 
it's a worthy one. And please accept, 
too. our carefully considered recommen 
dations, which follow, for handling the 
exhibits in order to avoid the evils which 
we have consistently criticized 

Yours, in good spirit, 
THe Copy CHASERS 


Background 

If memory serves us well, we com- 
plained about the method of conduct- 
ing the awards at New York on the 
grounds that an unfair advantage ac- 
crued to the large advertiser under a 


*Advertising Manager, Eclipse Aviation 
Corporation, Bendix N J Chairman 
Paneis Committee, 1942 Confer- 
ence 


NLA 
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system which privileged the entrants 
to display entire promotional cam- 
paigns on groups of panels. Small 
advertisers—particularly those who 
couldn’t afford expensive photography 
or artwork or multi-color printing— 
had a hard time getting seen. 

We came to the conclusion then 
that the chief fault, though, was not 
with the system so much as with 
superficial judging—permitting the 
competition to become a matter of 
relative attractiveness rather than rel- 
ative sense. Later conventions con- 
firmed that conclusion, for big pic- 
tures and bold layouts have consist- 
ently rung the bell, regardless of 
message. 

Anyway, at Detroit we found fault 
with another set-up. We felt that the 
classification of exhibits into “space,” 
“direct mail,” “house organs,” etc. 
(with a separate room for each), was 
a mistake, making it difficult for the 
judges to form opinions regarding the 
of various 

However, 


intelligent codrdination 
forms of sales promotion. 
we did approve of having a “limited” 
and an “open” division . . . to insure 
the little fellows getting a break from 
the judges. (The little fellows are 
usually the ones who need the encour- 
agement of an award.) 

Then we went to Toronto, and even 
though the limited-open set-up was 
retained and there was a reversion to 
the method of grouping all sales pro- 
motion, they had Canadian judges 
(honestly, have you ever examined 
intending no 





Canadian advertising? 
disrespect, they’re just different peo- 
ple—and they admit it—that’s all), 
and we disagreed violently with the 
choices. 

And every time, we've made ene 


So, Sid, here it is, in advance. 


mies. 


Cleveland Papers, Please Copy 


There are two factors to consider 
when making judgments of an adver 
tising campaign. One is execution 
The other is plan. We have the quaint 
idea that plan is the more important, 
technique presumably being a fairly 
common property in the trade. 

With ads pasted in pretty pattern 
on panels strung out all over a hote! 
it is difhcult, we admit, for judges & 
identify an advertiser’s single ultimat 
objective and to observe how th 
various forms of sales promotion ar 
made to centribute to the strateg’ 
of reaching that objective. With lit 
tle time available, all the judges ha. 





















FINISHING OF METALS...another Industrial operation in 


which Buying begins with the Metallurgical Engineers 


M & A’s Metallurgical Engineers are found in 
many plants having departments for electro- 
plating—blackening—sand _ blasting—cleaning— 
pickling—and other forms of metal coating and 
finishing. They determine the finish to be used, 
and control the selection and purchase of the 
necessary materials and equipment. Metal fin- 
ishing buying specifications begin with the 
Metallurgical Engineers. 


Every metal-producing and metal-working 


plant has these men... although often by titles 
such as Works Manager—Chief Engineer—Plat- 
ing Superintendent. All are practical engineers 
seeking new and better materials, machines, 
methods for Production. 

12,000 of these men voluntarily pay for and 
read Merats anp AtxLoys. 140% circulation in- 
crease in 4 years proves M & A’s editorial worth. 
70% gain in advertising volume in 3 years proves 


its selling value. Schedule your story in M & A! 


Hells and Alloys 


Reinhold Publishing Corporation - 330 West 42nd Street - New York City 





Ferrous and non-ferrous metal-pro- 
duction — Automotive — Aviation — 
Marine—Ordnance— Electrical—Rail- 
Hardware — Machinery — Structural — 
Process Industries Equipment. 


M & A means more Markets and Action in Industries and Operations such as these: 


Melting—Casting— Rolling— Drawing 
— Forging— Forming—Heat Treating 
— Machining — Welding — Finishing — 
Inspection — Engineering Design and 
Metal Selection. 
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to go on is surface appearance, as it 
affects them personally—with the re- 
sult that the judgments are made on 
the basis of looks, rather than the 
thinking behind the campaigns. In- 
evitably, certain advertisers get awards 
primarily as the result of services ren- 
dered by, for example, a Chicago 
artist or a New York photographer 
—which services are available to all 
advertisers. (No doubt about it— 
many award-winners in the past can 
thank their suppliers, not their adver- 


tising departments or agencies. ) 


So we recommend, for Atlantic 
City’s Conference, that the task of 
the judges be facilitated to the extent 
of their being able to see objectives 
and strategy—not just so many pret- 
ty pictures and clever headlines. To 
that end, we propose: 

A. A standard printed form inquir- 
ing about the market conditions which 
prompted the campaign, the strategy 
employed, and evidence of accom- 
plishment. This should be so devised 
as to bring to the light information 
more specific than the vague generali- 
zations that have usually appeared on 
explanatory sheets. Such information 
should be more influential in making 
up the judges’ minds than the pretty 
pictures and fancy phrases. (A stand- 
ard form would also oblige entrants 
to obey the regulations more closely— 
a large percentage, each year, pay no 
attention to the instructions for pro- 
viding information and arranging ma- 
terial on panels.) 


B. Restricting any one campaign 
to a single panel. That means putting 
samples of all forms of promotion on 
the same panel in order to show how 
they all contribute to the accomplish- 
ment of the objective. It won’t look 
so well to have publication ads, broad- 
sides, and envelope stuffers all together 
on one surface, but the rule will serve 
to eliminate the “wallpaper” effects 
that result from geometrically pleas- 
ing arrangements of ads having simi- 
lar layout. Certainly two examples 
frem each type of sales promotion 
should be sufficient to indicate merit. 

(Note: that would not restrict each 
idvertiser to a single panel. It means 
only one panel for each campaign aim- 
ing at a definite objective. However, 
it does permit the little fellow’s 
single panel to compete on fairer terms 
with the big fellow’s.) 


C. Prizes to be awarded by divi- 


sions—that is, one prize for major 
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equipment, another for operating sup- 
plies, etc.—so that any one participant 
will be competing only against adver- 
tisers having somewhat similar prob- 
lems. Possibly, a “Best of Show” 
award could be made on top of the 
several “Best of Breed.” 

D. Entries to be submitted well in 
advance of the Conference, to allow 
reasonable time for judging. (It has 
happened that panels were still being 
put up when the Conference was half 
over.) We recommend, too, that the 
judging be completed before the open- 
ing of the Conference, with the op- 
portunity to have the winners of the 
awards give brief talks to the Con- 
ference on the background, develop- 
ment of strategy, and execution of 
prize-winning ideas. 

E. Judges to be professionals, men 
who have made a career of determin- 
ing what good advertising consists 
of—on the basis of results. Let us 
repeat that we refuse to accept the 
premise that the typical reader of in- 
dustrial advertising copy is a proper 
judge of what is good advertising. 
Removed from his normal reading at- 
titude and persuaded to sit in hasty 
judgment over a confusing collection 
of campaigns most of which have no 
interest to him as a buyer—he is defi- 
nitely unqualified. On the other hand, 
men who have made a success of cre- 
ating advertising and examining re- 
sults should be ideal for the job, so 
long as they are provided a clear pic- 
ture of problem and objective. 

The sum of those recommendations 
will, we believe, provide the advantage 
of a sounder judgment of complete 
campaigns from initial thinking to 
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final execution, with less likelihood 
of the judges being swept away by 
mechanical excellence. It’s time in- 
dustrial advertising put more thought 
on the stuff that comes out of heads 
and less on what comes off the ends 


of pencils. 


We Stopped— 

Allen-Sherman-Hoff Company em- 
ployes subscribed 100 per cent to a 
plan of investing ten per cent of 
wages in Defense Bonds. An ad re- 
produces the letter to employes sug- 
gesting the plan and shows the sig- 
natures okaying the idea. Doesn't 
sell any A-S-H_ products, but it 
strengthens the promotion of Defense 
Bonds. 

Five companies smartly interpret 
production savings in terms of war 
use: 

Remington Rand’s “Guardsman” 
file is constructed of three-ply and 
five-ply wood—‘Saving enough steel 
to put 9,226 Pursuit Planes into the 
blue!” 

"Budd Cars save steel for Defense.” 
How much? “40,000 Ibs. of steel 
saved by every stainless car!” 

The Boots Self-Locking Nut saves 
forty to eighty pounds per Consoli- 
dated’s B-24; hence, a single fleet is 
“80,000 Ibs. lighter—thanks to a 
‘magic’ nut.” (We think the forty to 
eighty pounds reference is more be 
lievable arithmetic. ) 

“Gas wasted annually by ‘Ripe To- 
mato Acceleration’ would move an 
armored division of 3100 vehicles 
across the continent 46 times.” Cure: 
American Hammered Piston Rings 
(Koppers Company). 

“Steel conserved by the use of long 
wearing preformed wire rope, in 1941 
alone, would be enough to fabricate 
more than 5,500 aerial torpedoes.” 
(Preformed Wire Rope promotion. ) 

Excerpt from an ad in Army Ord 
nance, of all places: “Moore enameled 
ware can give your wife the joy and 
satisfaction that comes from cooking 
in good porcelain enamel.” 

Swell picture showing how wire 1s 
tested by Hunter Pressed Steel Com 
pany. (See “Gallery.”) Results of 
test are boxed at upper left. [Se 
IM, Feb, ’42, p. 26.] 

The Wood & Spencer Co. relate 
the happenings at Madison Squar 
Garden—Baer vs. Carnera—rathe: 


than telling why the W&S tap is “the 
Right Tap at the Right Time.” Oh 


we see it now—Baer “tapped” Car 
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V WHERE fo say it 


USE ENGINEERING NEWS-RECORD 
and CONSTRUCTION METHODS TO 
GET AND STAY IN TOUCH WITH 
BUYING INFLUENCES— TODAY AND 
TOMORROW 


Engineering News-Record and Construction Methods 
are familiar tools to the men who engineer-construct 
in this war market. They read these magazines for in- 
formation on how-to-do-it better and faster 

mostly faster! 

You'll find them on more than 95% of all engineered 
construction projects of $500,000 or over. (In January 
it was 96.1%.) 

The government comes first in today’s buying pic- 
ture. ‘hese magazines together contact 8481 paid 
Federal engineer subscribers. 

On 50 Federal-financed war plants (costing $1,122, 
000,000) buying factors were reached like this: 


ENR and CM 
BUYING FACTORS COVERAGE 
Consultants (engineering and architectural 
PGicteheeUnkoulswekcdanwke cuueeue. 94’”2% 
ean agty eee oats ean 100% 
ee ee ea 100% 
Operating Company Engineers............. 84% 


(Detailed reports of these 50 projects will be sent on request.) 


Aggressive product promotion to these men will 
pay dividends now . . . and after the war, when a 
double-barreled construction program will get under 
Way. 

First, the governmenteis planning a tremendous 
array of public works to cushion the slack-off at war’s 
end 

Se ond, a huge backlog of war-deferred, “non-es- 
sent. construction is now accumulating. The longer 


the wor, the larger the backlog. 

Es) neering News-Record and Construction Meth- 
ods esent a quick and economical means of get- 
ting product information you have to where it’s 
nee ‘See check chart on opposite page. ) 
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v¥ HOW to say it 





Engineers and Contractors Sug- 


gest Effective Advertising Appeals 


We interviewed personally hundreds of our read- 
ers . . . asked them what information they 
wanted on advertised products. 

Their answers are packed with practical adver- 
tising suggestions . . . with sound selling prin- 
ciples . . . with copy and headline ideas. 

This information is available in two easy-to-use 
booklets. Just use the coupon. 





Send for these FREE 
Booklets TODAY 





A. E. PAXTON, Manager 
Engineering News-Record and Construction Methods 
330 W. 42nd St., New York City 


Send me: 


About Equipment.” 


to Know About Building Products.” 


er Tree re eT ae htevreoesebsetanbes 


i aside, 4 ain oren ea ie eh on Ol i ea ee ae 















[] . .. booklet entitled “Construction Men Tell What They Want to Know 


[] . . . booklet entitled “Engineers and Contractors Tell What They Want 


































nera. (We later came across the head- 
line, “Taps for Japs” —Detroit Tap and 
Tool Company—that’'ll floor ‘em! ) 

Gambling gags we get, too. Norton 
Company: “Don’t Gamble with Your 
Cutting Tools”; picture of a poker 
player and five big cards—ace, king, 
queen, jack, mine. We don’t get it. 

Occident Enriching Ingredient 
(Russell-Miller Milling Co.) is a “nat- 
ural.” Dice always mean gamble to 
us. Can it be you're taking a chance 
when you buy O.E.I.? 

And the Frink Corporation resur- 
rects the shell game gag to demonstrate 
the foolish way to buy fluorescent 
lighting, while the other fluorescent 
lighting manufacturers are demon- 
strating the smart way. 

For example, Fleur-O-Lier Manu- 
facturers, with question-and-answer 
Note the straight-from- 
the kind a 
salesman would get thrown at him by 
a hard-boiled buyer: “Who Certified 


Them?” and “Suppose They Are Cer- 


tec hniq ue. 


the-shoulder questions, 


tified?” The answers aren’t the kind 
that can be parried with “So what?” 
The ad, 
long-copy ad that is successful be- 
cause it is informative. Written by 
W. K. Cochrane, Jr., Foster & 
Davies, Inc., Cleveland agency. 


a winner, is nearby—another 


Another neat “omnibus” ad by 
Bostitch. See “Gallery.” 

The gag Anchor Hocking Glass 
Corporation uses in the ad shown in 
“Gallery” was drawn a year ago by 
Chas. Addams, our favorite cartoonist. 

Typical - advertising - agency-stunt- 
left-hand half of a 


spread is a hand marking a red cross 


of -the-month: 


on a page in the dictionary; headline 
is “X Marks the Spot Where ‘GUESS’ 
Used to Be”; copy extolls (oh, end- 
lessly) the Gardner-Richardson “‘pol- 
icy of accuracy and integrity.”” Even 
the “invisible-sign-that-hangs-over-ev- 
ery-machine-and-desk” gag is worked 
into the corny copy. 

Buell Engineering Co., Inc., really 
has something in “Double Eddy,” a 
cute little feller with a shadow, rep- 
resenting an air current phenomenon 
which is a “mischief-maker for every- 
Buell.” 
utilizes a patented system embodying 


one but Seems Buell alone 
the only known method of harnessing 
the energy of the double eddy current 
to increase dust collection efficiency 
on all dust sizes. Congrats to J. F. 
Donovan, director of merchan- 
dising; Kenneth H. Thompson, 
copy chief; and Hugh Donnell, 
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DOUBLE EDDY 





MISCHIEF-MAKER FOR EVERYONE BUT BUELL 





art director, W. I. Tracy, Inc., 
New York, on the birth of twins! 


Swell headline: “Meehanite Bridges 
the Gap from 9 Months Behind Sched- 
ule to 2'% Months Ahead of Sched- 
ule.” That’s the sort of a flag readers 
are looking for these days. Copy lead: 
“Almost a year has been gained in de- 


livery of special lathes used for ma- 





The Copy Chasers’ 
Principles 


@ THE COPY CHASERS base 
their criticism of industrial ad- 
vertising on the following basic 
principles, which they use in 
their own daily chores: 


1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 


2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 


enough to make reading 


worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, nothing 
boastful, nothing the sales- 

would be 


ashamed to say. If necessary 


man himself 





good solid “reason-why.” 
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chining British shells through a change 
to Meehanite castings for several im- 
portant parts!” 

Far-stretch-for-an-angle derby: 
triple tie between Dixie Wax Paper 
Company for a connection between 
Washington and Lincoln and wax pa- 
per; Corn Products Sales Company for 
managing to get a bulldog into the 
sugar situation; and General Ceramics 
Company for introducing a message on 
ceramics with “Automobile tires made 
from dandelion plants.” 

Both Robins Conveying Belt Com- 
pany and Spicer Manufacturing Com- 
pany celebrated February (up till now 
the most serious month in our coun- 
try’s history) with nearly-full-page 
portraits of Lincoln. 

Boo-of-the-Month to National Ad 


National Starch 
Kalamazoo Vegetabl 


hesives Division of 
Products, Inc. ; 
Parchment Company; The Lunken 
heimer Co.; Bower Roller Bearing Co.; 
and Kingham Trailer Company; (see 
“Gallery” )—for not conserving paper. 
THe Copy CHASERS. 


Book Paper Shortage 
Reports Called Exaggerated 


Current reports of book paper short 
ages facing advertisers and publishers were 
termed greatly exaggerated by representa 
tives of leading mills who participated in 
a symposium held last month under thi 
sponsorship of the Production Men's Clut 
of New York. They asserted that at pres 
ent supplies of coated and uncoated book 
paper are plentiful, and while war requir 
ments may consume as much as fifty per 
cent of the output of some mills, suc! 
papers do not fall into the book category 
and consequently will affect advertising a 
tivities very little Rumors that many 
magazines face suspension due to book 
paper shortages were termed absolute! 
without foundation 


Warns Against Use of 
Red Cross in Advertising 


Use of the Red Cross emblem and nat 
for commercial advertising is strictly p1 
hibited by act of Congress, G. Stewart 
Brown, national director of public infor 
mation, American Red Cross, has warns 
advertisers and agencies, at the same tin 
voicing “thorough appreciation” of ¢ 
spirit behind advertisers’ offers of codpet 
tion. Federal restrictions, approved Ja 
5, 1905, do not prohibit companies th 
had used either the name or symbol of t 
Red Cross prior to 1905 from continu! 
such use for the same purpose and cl 
of goods 


Ethyl Gas Appoints Champlin 


Ethyl Gasoline Corporation has cot! 
bined its advertising and public relatx 
department and appointed Ralph ‘' 
Champlin, public relations director w! 
Ethyl since 1937, to head the new set 
Paul E. McElroy, former Ethyl advert 
ing manager, has assumed an administt 
tive post in Washington. 








>» No merciless misanthrope is 
this trader in tires and tubes. 
Today he is a symbol. . . spot- 
lighting theinevitable changes that 
are taking place in our everyday 
modes of living and doing business. 
Buyers of advertising space also 
have to face inevitable changes in 
market and media merits. And 
under today’s changed conditions, 
NEWSWEEK emerges as America’s 
Number 1 war-time buy. 
Consider the facts: NEWSWEEK 


BUSINESS AS ON-usua. 


offers a concentrated audience of 
more than a half-million families, 
with a stable, upper-income stand- 
ard of living and buying — plus 
reader-interest magnified many 
times by war circumstances. 

An audience, too, with the in- 
telligence to appreciate the efforts 
of advertisers engaged in all-out 
war production. 

Evidence of NEWSWEEK’s key 
importance in today’s America 
was summed up recently by Claude 


P. S. 341 prominent national advertisers appeared 
in Newsweek during 1941 — and 157 were new. 
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R. Wickard, Secretary of Agricul- 
ture, who wrote: “‘In promoting a 
better understanding of national 
policy, NEWSWEEK is making a 
worthwhile contribution to the 
war effort.” 

No matter what kind of yard- 
stick you measure media by in a 
war-time America, you are certain 
to find NEWSWEEK earning rec- 
ognition as 


ADVERTISING’S NO. 1 WAR-TIME BUY 
























[CONTINUED FROM Paci 


Disston Conservation Plan 


xccepted banner of industry generally, 
to be used as an effective tool for 
saving time and materials and speed 
ing production. 

‘We have attempted to make coép 
eration by industry a simple matter, 
because it will be in the form of ex 
cellent employe relations material, free 
to manufacturers everywhere. Popu 
larizing “Conservation Serves Every 


one” through direct mail and through 








the efforts of our sales organization 
and the distributor’s sales organiza- 
tion is a step that will be aggressively 


followed. 


“The obligation of every user of 
metal is to conserve every pound of 
scrap and to segregate different kinds 
of scrap. The war of production re- 
quires making as little scrap as possi- 
ble. Uses of 


stricted almost daily. 


metals are being re- 
Intelligent con- 
servation will postpone the day of 
compulsory savings by restricted use. 


A pound of scrap metal saved is more 
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TO CATALOGUE 
YOUR PRODUCTS 
IN THE 1942 EDITION 


ITS STRAIGHT T0 THE MARK 































chemicals, equipment and supplies. 


tial in mill operations. 


facturing industry. 





99 EAST VAN BUREN STREET, CHICAGO, ILL. 





ACTION THAT COUNTS THIS YEAR (~~ 


ITH the rush in Paper and Pulp Mills, buy- 
ers haven't time to look through files for 
product information—they resort to the simplest, 
surest way to find out about needed machinery, 


The Paper and Pulp Mill Catalogue provides the 
easiest, quickest route to sources of supply for 
mill requirements and to engineering data essen- 
It is the greatest point 
of-purchase influence in the paper and pulp manu- 
It is a ready, reliable refer 
ence source of buying and specifying information 
—gives you 100% mill coverage—costs less than 
to print and deliver your own catalogue—brings rhe Paper Industry and Paper 


constant results. World is x. ly ABC 

M h justry with 

Make space reservations now. Sample highest mill circulation of any 

catalogue pages will be sent to aid you in Ie ae cies aie t - 
providing layout and copy. Write today! ase or specify 


FRITZ PUBLICATIONS, INC. 





GET DOUBLE VALUE 
WITH MAGAZINE 


Ht BPS i) 
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A series of humorous posters presenting the 
fundamental “don'ts” in caring for rolling 
mill rolls is being distributed by Mackintosh- 
Hemphill Company, Pittsburgh, free of charge 
to steel mills. Ketchum, Macleod & Grove, 
Pittsburgh agency, created the series 


valuable than a pound of virgin metal 
produced in ore. 

“This plan, in my opinion, will be 
much more effective than singing the 
Star Spangled Banner until we are 
hoarse, or decorating ourselves with 
‘V for Victory’ buttons from the tip 
of our cap to the tip of our toes. 

“It is a practical advertising and 
sales program approved by WPB, that 
will make a contribution to this War 
on Waste, the War of Production, our 
military enterprise against the enemy, 
that makes every dollar spent for it 
worth incalculable dollars both now 
and in the future.” 


Pomona Pump Acquires Westco 


Pomona Pump Company, manufacture: 
of vertical pumps, has purchased the 
Westco Pump Division of Micro-Westco 
Inc., Bettendorf, Ia. The newly acquired 
business will be operated at St. Louis as 
the Pomona Pump Company, Westco Di 
vision, and manufacture will be continued 
from the St. Louis plant of the Pomona 
Pump Company. Management and ke 
personnel of Westco will be transferred 
to St. Louis 


Launches Blackout Campaign 


An advertising campaign featuring 
“Violite,” luminous pigments for blackout 
purposes, has been launched in America’ 
Paint Journal, Business Week, Fortune 
Modern Plastics, Oil, Paint & Drug Re 
porter, and Time, by Rhode Island Lab 
oratories, formed six months ago as a sub 
sidiary of Warwick Chemical Company 
West Warwick, R. I. The account 1s 
handled by Bo Bernstein & Co., Provi 


dence 








AUTOMOTIVE INDUSTRIES 


| Has Broadened Its Name 


| Henceforth it will be known as AUTOMOTIVE and 
| AVIATION INDUSTRIES. 


This is recognition—because aviation material has been 
appearing regularly in Automotive Industries for many years. 














: j During the past two years the fuller treatment of aviation 
by the editors has been typical of this magazine's forward 
thinking, dating back as far as 1895. 
More and more men in aviation have been subscribing to 
Automotive Industries. More and more manufacturers have 
been advertising to them through Automotive Industries. 
In addition to its 32,500 automotive readers, AUTOMOTIVE 
: and AVIATION INDUSTRIES now has about 4,000 readers in 
: aviation plants. Both of these important fields may be reached 
through this single medium— 


NOW 
AUTOMOMNVE cnc Aation MDUSTRIES 


A CHILTON Publication @ Chestnut and 56th Streets, Phi ladelp hia, Pa 
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Double Duty Advertising 


intervals to the mailing department 
for addressing to certain specified 
In addition, supplies of each 


folder are sent to agents for distri- 


lists. 


bution or mailings to their own lists. 


It was soon proven that these folders 


obtained more attention from sales- 


men, agents, and distributors than did 
the usual reprint accompanied by a 


merely pointing out 


memorandum 


that this was the current advertising. 

Next, this same folder, with a re- 
turn card enclosed is regularly mailed 
each month to a list of prospects in 
the same field as that covered by the 
publication in which the particular 
advertisement appeared. In this way, 
prospects receive a double shot—an 
advertisement in their leading business 
publication plus a direct mail piece. 
Thus the direct mail folder acts as a 
reminder or follow-up to the publi- 
cation advertisement—in a_personal- 


ized form. In other words, the ad- 
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Looking for real 
PRIORITY MARKETS? 


... Then look into the Clay Products and Refractories Field 
for profitable business now and in the future. 


Due to the all-important role clay products are playing in de- 
fense construction, and the vital necessity of refractories in metal 
production, the plants manufacturing these products have been 


granted high priority privileges." 


This preference rating enables clay products and refractories 
manufacturers to obtain the volume of equipment and supplies 


necessary to put the industry on the proper 


war footing. 


And. the chances are that this 


huge buying program will involve prod- 


ucts similar to yours because the industry 
uses a wide variety of equipment and sup- 


plies in large quantities. 


Listed are some of the most widely used 
If you make a_ product 


general items. 


that’s included, we suggest you take action 
toward getting in on this attractive market 

attractive because it is industrial busi- 
ness that builds for the future and vet car- 
ries special privileges for the present. 


*Full details on request 


LIST OF EQUIPMENT 


| Fans and Blowers 
Power Shovels 
Belting 
Conveyors, Elevators 
Motors 
Motor Trucks 
Welding Equipment 
Stokers 

| Control Instruments 
Diesel Engines 
Industrial Lift Trucks 
Alloy Metal 
Material Handling 

. And Many Others 





p=" APRIL BLUE BOOK 


the April BLUE BOOK Issue. 





A fine place to start taking action in this high-priority market is 
This feature number is widely dis- 
tributed at the Annual American Ceramic Society Convention and 
is an important part of the Convention. 
be in not later than March 30th. 


For proofs, copy should 








BRICK & CLAY RECORD, 59 €E. Van Buren, Chicago 
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Mosquitoes: . “Keep ‘em Flying” 





FOR 40 YEARS THE GREATEST HAME 18 TROUCES 
TR Re mn em 





White Motor Company got a break with this 
piece of copy when it appeared in full color 
in "The Saturday Evening Post'’ the day after 
the Navy's mosquito boats sank a Jap ship 


vertisement does double duty and the 
original production costs are spread 
over separate mailings. 

Actual results have been kept on 
both publication advertising and the 
folders produced from each adver- 
tisement and soon again proved the 
additional value of such double duty 
effort. First, it was found that the 
publication advertising pulled more 
results when the direct mail mailing 
was sent out, proving conclusively 
that a combined effort of publication 
plus direct mail helps build publica 
tion advertising results. Next, many 
additional inquiries were received from 
the mail folders, proving that direct 
mail built from publication adver 
tisements can greatly increase the in 
quiries received from _ publications 
alone. 

Publication advertising is used by 
Irvington mainly for prestige and ed 
ucational purposes and a great num 
ber of inquiries are not anticipated 
With few exceptions (such as new 
catalog announcements) no coupons 
are used, which keeps the number of 
inquiries down. However, we do ex 
pect, and get, good returns from direc: 
mail. Therefore, the fact that combin 
ing the two efforts and using the san 
material increases the results of bot! 
is extremely gratifying. 


Carlin to Olian 
Tobin C. Carlin has joined Olian A 


vertising Company, St. Louis, as reseat 
director. He was formerly in the adv 
tising department, Wagner Electric ( 
poration, St. Louis 
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It is easy to see why these four 

ections of the MARKET DATA 

OOK were helpful to the Bayless- 

err Company when they were 

ecently examining markets in con- 

s ection with market studies for 

, eir clients. Look at-all the infor- 

ation contained in just these four 
ivisions: 


33 pages of market data 
38 tables and 10 charts 
ue 23 pages of factual publi- 


. cation and market data 

in for the leading business 

: papers in these four in- 
custries. 


1g | Circulction figures and rate 


ly information on 77 pub- 

2 lication: in the United 

? States and 11 in Can- H. D. KERR, President, THE BAYLESS-KERR CO. 

td ada serving these in- : , - . : 

ss dustrial groups. Executives in advertising agencies and among manufacturers in every 


section of the country have written us similar letters telling how they use 


n uring the course of the year the the MARKET DATA BOOK. You will find it useful, too, for 
” ther sections of the MARKET 


Collecting market statistics and other information on _ certain 


; ATA BOOK get their share of industries. 

4 udy, too. Mr. Kerr, president of Checking rates and circulation of industrial publications. 

n © agency, writes, The publica- Making up media lists. 

ad On circulates throughout the of- Preparing a quick analysis of the market for a given line of products. 
a @ among the men who have oc- Determining sales potentials. 

7 sion to use it in connection with A reference source at advertising agency conferences. 


ent market analysis." Many other uses. 






ne 


5 He 


E Market Data Book 


NEWSY ORK CHICAGO LOS ANGELES SAN FRANCISCO 
SO i nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 

















[CONTINUED FROM Pace 41] 


Weatherhead Convention 


Wednesday was to see the group in 
Columbia City, Ind., two special Pull- 
mans were soon occupied on Tuesday) 
night for transportation Weather- 


head’s Indiana plant, the Columbia 


Products Company. A waiting bus at 
Fr. Wayne quickly covered the miles 
to Columbia City. Here M. V. 


plant manager, was host to the sales- 


Lowe, 


men, with a welcome to the city ex- 


aa RGENCIES are 


“normal” 





tended by Mayor James Brown and 
several of the Columbia City officials. 

Leaving Columbia City that night 
the group entrained again at 
Thomas, Ontario, 


by bus, 
Fr. Wayne for St. 
Canada, to inspect the company’s new 
Canadian plant. 

The skirl of bagpipe and the rattle 
of the snare drum greeted the visitors 
when they arrived in St. Thomas. 
“Welcome Weatherhead” signs on the 
city hall and Grand Central Hotel 
were pleasant greetings to the tourists 


who spent several hours in getting 























to industrial distributors, 


who for years have been meeting Industry’s every de- 


mand for tools, parts, materials and supplies. This emer- 


gency finds distributors accentuating 


the service they have 


always rendered, and using their ingenuity more than ever. 


It is time that these new methods and ideas were collected 


in a business handbook, read and used by all mill suppliers. 


THE ANNUAL CONVENTION NUMBER 


of Mill Supplies will do this job, showing 


how accelerated 


demands have resulted in streamlining of many distributor 


business operations and expansion of many distributor ser- 


vices. It will be a long-awaited, eagerly read, and carefully 


kept number, ideal as a 


message. It reaches 


vehicle for your 


advertising 


them just before their annual Triple 


Convention, at which copies will be distributed. Ask us for 


details. 
April 15. 


Closing for color April 10, for black and white, 


MILL SUPPLIES occxte sn rsccxnov ABC-ABP 


Since i911, the ONLY magazine serving industrial distributors and their salesmen exclusively 





acquainted with the plant of The 
Weatherhead Company, Ltd. Under 
the guidance of N. E. Kilmer, man- 
ager and secretary of the plant, they 
inspected one of the most modern in- 
dustrial plants in Western Ontario. 

The plant visit was followed by a 
banquet in the evening, where Mayo: 
George T. Dyer officially welcomed 
the visitors. M. F. Hepburn, Premie: 
of Ontario, gave the address of the 
evening and roused his audience t 
high enthusiasm with his enlightening 
calk on war conditions in Canada 
Members of the city council, Cham 
ber of Commerce executives, and othe: 
business and professional men attended 
the function as guests. 

Banquet over, the skirl of the bag 
pipe and rattle of the snare drum 
sounded again as a signal for the visi 
tors to entrain for Cleveland via De 


troit. 
To conclude the five day session, 
voted “the best sales convention ever” 


by the entire group, prizes wer 
awarded by Mr. Whippo for 1941 sales 
accomplishments to four outstanding 
salesmen at a luncheon in Cleveland 
on Friday. The prize winners were 
“Landy” Landwerlen, Michigan; Ross 
Gould, California; Dick McDowell, 
Pennsylvania; and_ Bill Minnick, 
Southern territory. In addition to the 
prize awards, J. Weatherhead, Jr., 
presented each winner with a gold 
trophy. 

The Weatherhead Company backs 
up its sales effort with advertising in 
about forty industrial and trade pa- 
pers, reaching the aviation, refrigera- 
tion, automotive, marine, and general 
industrial fields. The list includes both 
Canadian and export publications, as 
well as United States 
addition to necessary catalogs for its 


coverage. In 


various lines, the company’s house or 
gan, “The Weather Vane,” 
an extensive list of customers and 
prospects. 
is the company’s agency. 


Direct Mail Meet Oct. 4-9 

A joint convention of the Mail Ad\ 
tising Service Association Internatio 
and the Direct Mail Advertising Asso 
tion will be held in St. Louis Oct. 4-9 
Hotel Statler. 


Sharples Named Advertising Director 
The Sharples Corporation, Philadelp 
centrifugal and process engineers, 
named Joann B. Sharples advertising 
rector. 
Horton-Noyes Promotes Cottman 
Llewellyn P. Cottman has been na: 
copy director, Horton-Noyes Comp 
Providence, R. I. 


is sent to 


Meermans, Inc., Cleveland 








INDUSTRIAL MARKETING, March, |9 
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| 
i eemetemmnial (3.34 DVERTISERS 


a second on more expensive cam- 
is. If even better photographs are 
sired, a portrait attachment of this 


ad mera may be purchased for eighty have bought space in 


ents. 


bh. Information about this unusual S1X ai mon th -_ old 


guipment is submitted with the 





































































tu _ , 
thought that it is an expedient to help 
ne os” ‘ e 
nanufacturers just now getting ac- IES Sa 
la eh ch f LECTRICAL UIPMENT 
‘ quainted with the requirements o EW DEVELOPMENTS IN PRODUCTS PARTS. MATERIALS 
executing government contracts, ves 
ict ; - . 7 _ fo mee tre 
[herefore, the facts are given in de- a — 2 bs eS 
ed ee SS es 
tail nh wEDo SSeS —— se 
| ==: Se ——-_—_** 
=SS Sponge es 
Y : +4 ost en ee 
& Goodrich Reorganizes = a a 
. *ee Te -—-y 4b 4 - ht 
im Mechanical Goods Division =a emcee emt 
: =— oss PPO 
s! The B. F. Goodrich Company has or- a8, ph 
Ye vanized an industrial products sales divi- — a 
‘ 7 ——— om nes ee Ge FU 
by combining the former mechanical SS =- IE 
wds and sundries sales divisions. The Started with 57 units cS ps te T 
on, rganization set-up under the new policy (1/9-page) in October. ee: == penne 
° Seerent & == 86 les te ow << = O88 oF 
rc” s as follows March will carry 105 oe ana ooies ce os 
B. F. Stauffer, division assistant general units. 
eae inager in charge of Miller plant activi- | 7 
. . 
les ties: L. H. Chenoweth, manager, manu- Every issue showed a gain! 
oe facturers’ sales: C. F. Conner, manager, 
M 


listributor sales: and C. O. Delong, man 


e 
ere a. aie department managers Six good reasons why 


-” e been appointed: P. W. Van Orden, 


' ose and belting; J. F. Johnston, molded, & L E C T og | C A L E Q U I P M E M T 
ell, extruded, sponge, Anode dipped goods; | 
~k. G. K. Ryan, rubber and latex thread, golf e ' 
. ball products; H. C. Klein, rubber lined ( I k 
the ind covered equipment; F. A. Lang, shoe 1C S . 


lr., products sales; J. M. Failey, printing rub- 
old ber, printing rolls, printing blankets, plat- 1. EE is unique — the ONLY business paper that completely 

" Rg ye nll une ay = neon blankets ALL the important buyers of electrical products in the 
rhs pital, and surgical products. — ; essential industries. It is welcomed and read actively by over 
7” lohn R. Hoover has been appointed | 30,000 selected individuals. 

inager of synthetic sales, succeeding Dr 

# . = bt et gas Og levy yd 2. Devoted exclusively to up-to-the-minute information on new 
wa viously manager of rubber-lined equipment and improved electrical products, parts and material—the most- 
— sales and is succeeded in that post by needed editorial material in this War era. 
oth Herman C. Klein, formerly sales engineer 


he department 3. All advertising is placed next to editorial matter. 


Forrager> iy nadlrag 4. A fair break for every advertiser. Space sold only in 


ot 1/9-page and 2/9-page units. No advertiser can dominate with 


Che Continental Can Company (agen ; ; . 
Pa m overwhelming space. 
Batten, Barton, Durstine & Osborn) & sp 
and was awarded a bronze medal by the As- . 
sl sociation of National Advertisers for the 5. Inquiry reply system that produces tangible proof of 
advertisement or series of advertise: | REALLY interested readership among large companies with 
appearing in business publications, high preference ratings. 


e annual awards dinner held at the 
jorf-Astoria Hotel, New York, Feb. 6 


rable mentions in this classification 6. Economy! Only $82.00 per month for 1/9-page on 
to The B. F. Goodrich Company annual basis. 


Griswold-Eshlemar Company) 
Socony-Vacuum Oil Company 


| J. Stirling Getchell, Inc.) You too can profit by these advantages offered by 





y Snow Adds Faust 


es 7 
H. M. Faust Company, Boston, IOLECTRICAL ‘hQUIPMENT 


facturer and distributor of institu- 


estaurant, and hotel kitchen and din Published by 
mM equipment and accessories, has 
ted Cory Snow of that city to han- SUTTON PUBLISHING co. 


advertising and sales promotion | 62 EAST 42ND STREET, NEW YORK| 


KI 
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The Civil Engineer reads 








Sell, in company with these and 
many other well-known trade 
names, to the men in eontrol of 
present-day Defense Construction. 


Sell to the engineers who will con- 
trol the growing volume of peace 
time construction now being de- 
ferred. 


Sell to them in the book which 
carried 16.4% more advertising in 
1941 and which is establishing still 
greater linage gains this year. 


Sell to Civil Engineers—your cur- 


rent and future buyers—in the 
pages of their own publication. 


a 












96 


33 West 39th Street @ 


New York, N.Y, 


standard 7x1l0-inch type page 


Pages 


Industrial Group 1942 
Sg eee *168 
Air Conditioning & Ref 12 

eration News (w) (11! ? 

I tee aks oi oe dr oe 1% 
American Builder & Build 

I ais os ak aia ) 


American Machinist (bi-w) 551 
American Wine & Liquor 


Pe ee 17 
Architectural Forum 78 
Architectural Record .. 49 


Automotive and Aviation 

Industries (bi-ew) ..... 111 
ie aa iia a a 23 
Bakers’ Helper (€.0.w.).. 9YV 
Brick & Clay Record... 21 
Bus Transportation ..... 57 
Ceramic Industry ....... 40 
Chemical and Engineering 

DO -scietnek one box 30 
Chemical & Metallurgical 

Engineering ......... 195 
Civil Engineering....... 29 
ER ree 83 
Construction Digest (bi-w) 45 
Construction Methods 

(83x12) ceceeeece $90 
TE chiawtceneness.s $116 
Diesel Power & Diesel 

Transportation ....... 34 
Diesel Progress (8! 2x1 1) 38 
Electric Light & Power.. 63 
Electrical Contracting 74 
Electrical South ........ 22 
Electrical West ........ 49 
Electrical World (w)... 163 
Engineering & Mining 

DEE swaddewaawen 98 
Engineering News-Record 

SPA eer $215 
Factory Management & 

Maintenance ....... 175 
Food Industries ........ 6 
POUND osctc cea 121 
RN ca athe dela ales by a Oh (al anak 31 
Gas Age (bi-w)........ 45 
Heating, Piping & An 

a ee CTT 47 
Heating & Ventilating... 27 
Hitchcock's Machine Tool 

Blue Book (414x6l). ‘241 
Industrial & Engineering 

Se. og a can 6 a's 94 
Industrial Power (44x 

te eee 83 
ES =e CO Se 444 
ee Ere eee 37 
Machine Design ....... 115 
SS BP ne 266 
Manufacturers Record 42 
Marine Engineering & 

Shipping Review ..... 134 
Mechanical Engineering 54 
Metal Finishing 43 
Metal Progress ..... 9] 
Metals and Alloys.. 93 
Mill & Factory.. 163 
Mill Supplies ...... ate 123 
Modern Machine Shop 

(4x6! 2?) seeee eee 253 
National Petroleum News 

0) a ee 60 
National Provisioner (w) 83 
Oil & Gas Journal (w) 

Oe a 198 
On] Weekly Ps 124 
The Paper Industry..... 56 
The Paper Mill (w).... §{/121 

NOTE: The above figures must r 


1941 
*125 


19 


186 


346 
4§ 
95 

205 


w 


Q4 
44 
76 
70 
157 
94 


203 


INDUSTRIAL MARKETING, March, 1% 


qu 


Paper Trade Journal (w) 


P< cade esas a 
Petroleum Engineer ..... 
Pe OS SPOMEP cc ccicsess 
Re See 
Power Plant Engineering. 
Practical Builder (10'1/)x 

Ore eo Sai ee eee 
NR i caro bia hs i 
Product Engineering a 
Products Finishing (4'//2x 

6! DQ) cccceeecccceees 
PS kas heme ais 


Railway Age (w)....... 
Railway Purchases & 
LOE ET SE CCT 
Refiner & Natural 
line Manufacturer 
Roads & Streets........ 
Southern Power & Indus 
try 
Steel (w) 
Telephone Engineer 
Telephony (w) 
Textile World 
The Tool Engineer 
Water Works & Sewerage 
Water Works Engineering 
(bi-w) 
Welding Engineer 
Western Construction 
News 
Wood Worker 
W ood- Working 
ery (4144x6l) 


Gaso 


Machin 


Total 
Trade Group 
American Artisan 
American Druggist 
American Exporter 
Boot & Shoe Recorder (w) 
Building Supply News... 
Commercial Car Journal. 
Domestic Engineering 
Farm Implement News 

SN, de es ee | 
Hardware Age (bi-w) 
Jewelers’ Circular-The Key 

stone 
Motor 
Motor Age 
Plumbing & Heating Jnl.. 
Sheet Metal Worker..... 
Southern Automotive Jnl.. 
Southern Hardware 
Sporting Goods Dealer... 
Wine and Liquor Retailer 


Total 
Class Group 
Advertising Age (w).... 
American Funeral Director 
American Restaurant 
Hospital Management 
Hotel Management 
Industrial Marketing 
Modern Hospital 
Nation's Schools 
Oral Hygiene 
Restaurant Management. 


Trafhe World (w)...... 


Total 


§$Includes special issue 
sified advertising Last 
tFive issues 


tea or reproduced with 


h 


ave 


18 
44 
139 


34 
121 
144 


“a 


103 


60) 


oO) 
256 
30 
81 
137 
120 


36 


43 
34 


60 


48 
8,397 
46 

95 
103 
40) 
95 
58 

49 
119 


69 


29 


ADVERTISING VOLUME FOR FEBRUARY ISSUES OF 
INDUSTRIAL, TRADE, AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and 


1,101 Rell 


Includes 


issue estin 


+Three issues 


nermic 











ublication Advertising Up 
seven Per Cent Last Month 
@ BUSINESS PAPERS showed a 
ven per cent gain in advertising 
4 ‘lume in February issues over a year 
so, according to reports of 114 pub- 
cations included in the accompanying 
5 bulation. The gain for the first two 

onths of the year amounted to 8.3 

er cent. 

The upward trend in the industrial 
papers is maintained strongly, increase 
for February issues reaching 11.4 per 
cent beyond the volume carried in like 
issues of 1941. Business for the first 
two months of the year was up 12.3 
per cent as compared with the open- 
ing months of last year. These figures 
are based on reports of 85 publications 


covering a broad cross section of in- 


, dustry. 

“24 Advertising in dealer or trade papers 
ee took a nose dive in February, the vol- 
os ume dropping 13.9 per cent below 


1941 issues. This brings the count to 

date ten per cent below totals for the 

first two months of last year. Eighteen 

papers are included in the group re- 
porting in this classification. 

Eleven papers in the class group car- 

ried 3.§ per cent less business last 

month than in February, 1941, issues. 

Total pages carried for the period to 

62 ‘ date was 1.9 per cent ahead of the 


period a year ago. 


WPB Promotes Kimberly 


4 The War Production Board has ap 
pointed John R. Kimberly one of three 


assistant chiefs in charge of industry 
6 ‘ * 
129 branches within the Division of Industry 
Operations, in which position he will 


direct pulp and paper, printing and pub- 

2 lishing, industrial and office machinery, 

transportation and farm equipment, and 

munications branches. Mr. Kimberly, 

formerly president, Kimberly- 

Clark Corporation, Neenah, Wis., joined 

he Office of Production Management last 
November as a consultant 


W was 


George W. Jaap Dies 

eorge W. Jaap, a founder and partner 
e Jaap-Orr Company, Cincinnati 
. died Jan. 24 at the age of fifty- 
Mr. Jaap had served as advertising 
ger, Chicago Electric Motor Com 
P with the advertising department of 
Sherwin-Williams Company, Cleveland, 
its Chicago sales branch after serv- 
the war: and was associated with 
r & Collier, Cincinnati agency, suc- 
In 1934 he joined Lowell Orr in 

ng the Jaap-Orr Company 


FO Cites du Pont 


Federal Trade Commission has 
1 E. I. du Pont de Nemours & Co., 
gton, Del., with misrepresenting 
sparaging a competitor's product 
ection with the marketing of du 
nthetic degreasing and dry clean- 
ents 
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TOO MUCH FOR 


Our last bright hope is the aroused strength of American 
industry . . . lustier than they imagine over-seas . . . angrier 
than they suppose . . . determined to maintain the very free- 
dom in which industry developed—through encouragement of 
initiative, reward to invention, finance for research, and the 
swift, natural exchange of ideas, materials, products. 


The “Bible” in this interflow of buying activity has been 
MacRae’s Blue Book . . . half a century of putting buyers in 
touch with sellers, introducing business to itself. 
portant purchasing executives have done without it. 


In scope, accuracy and arrangement, MacRae’s is unsur- 


passed. 
able. 


rectory by 40 percent. 


Today MacRae’s is the roll call of victory—performing its 
indispensable duty in 700 government buying offices and 


55,000 other points of purchase. 


Long ago, advertisers in MacRae’s discovered the valuable 


edge it offers whenever a buyer reaches for 
a dependable source. New advertisers are 
coming in stronger than ever for MacRae’s 
approaching Fiftieth Anniversary Issue. 
You’re listed in it — will you be fairly 


represented? 





18 East Huron Street, Chicago 
New York — Philadelphia — Pittsburgh — Cleveland — Springfield, Mass. 





1942 





ADOLPH 


Its record in quality of inquiries is simply remark- 
In circulation it “overlaps” the next larger trade di- 











DEFENSE 


goes 


AUTOMOTIVE 


its mammath facili- 
ties to the Gutomotive 


™ industry + producing annually 


thousam of war vehicles— &£ 











Cars, tanks) truéks, airplanes 


and enSinesyambulances, blitz- 
buoquems lorries ond combat 









@uplane parts, 


Cypte sheiis, 
arm and innumerable other 
‘a oman iis products— 






Serving the automotive and 







defense industries completely, 





the SAE Journal will present 








your products to the nation's 













busiest manufacturers. 
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SAE ey tigitel 


published by 
Society of Automotive 
Engineers 


New York, N. Y. 


29 West 39th St., 
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Not Genesis V, Please! 


boys is the implied premise that any 
one fact is as good as another, and 
the suggestion that a multitude of 
facts, cataloged in monotone, has more 
power than a few facts, chosen with 
discrimination, and then made moving 
by the infusion of powerfully sugges- 
tive ideas. 

The fifth chapter of Genesis is the 
prototype of one popular interpreta- 
tion of the Tell-All movement. That, 
remember, is the famous 
chapter of the Bible. It is 


you will 
“begat” 
solid with facts. It arrays them in 
proper sequence. There can be no 
doubt that the author knew his sub- 
ject thoroughly and recorded it pains- 
takingly. This chapter is commended 
for study, provided you will then im- 
mediately read Luke 2:11 where, in 
twenty words which most of you can 
quote from memory, another birth 

“For there is born 


recorded. It begi ns, 


to you...” These twenty words con- 
tain, in addition to a fact, the most 
moving idea that has ever sought the 
mind and heart of mankind. There is 
no need to labor the difference in the 
impact which these two passages have 
had upon the world. 

Let me confide that in case you 
now conclude that this practitioner is 

anti-Tell-All you are 
We do have little pa- 


tience with the all-out followers of 


quite violently 


dead wrong 


the literal meaning of the slogan. But 
we have a vast respect for its inward 
If Tell-All as a movement 
that’s 


meaning. 
inspires us to fell something, 
progress. Some time ago in_ these 
pages I said, classifying the readers of 
our advertisements with more pictur- 
esqueness than zoological accuracy: 
“What our fish want is meat.” I was 
groping then for what Tell-All has 
made into a slogan, exaggerated of 
course, but pointed desirable di- 
rection. 

If Tell-All makes us make every 
word work, that will be something. If 
it convinces us that facts are more 
fun to work with than adjectives, that 
will be something. When we copy- 
writers discover how thrilling it is to 
select telling facts shrewdly, and to 
weave them into a web of self-interest 
by using all the devices of rhetoric, we 
will forget that we ever had the notion 
that cleverness is more important than 


content, or believed that a rash of 





What goes on inside your head 
about G-E Fluorescent Lighting’ 





Clever technique used by the lamp division 
of General Electric Company in this page on 
fluorescent lighting which answers specific 
questions probably “on the minds” of buyers 


superlatives dragged in by their heels 
is a good substitute for solid selling. 
All our copy will be good in that 
millenium. 

An important turning point in an 
advertising man’s career is the day 
when he discovers that readers are 
every bit as intelligent as we writers 
are. It is a disturbing truth. Read- 
ers may not have as much knowled x 
of our product as we do, but they do 
bring as much intelligence to the read 
ing of our message as we do to its 
preparation. Being intelligent, they 
seek knowledge. And they want it 
presented intelligently; that is, with 
discrimination, with understanding ot 
the readers’ time limitations, with 
spect for their reasoning capacity, and 
with awareness of their problems. Be 
ing also human, they want it present 
ed interestingly, which is neither 2 
command for cuteness on the one 
hand, nor a demand that your subject 
be expanded into a catalog on the 
other hand. 

I do hope that Tell-All will not | 
come a shibboleth, prescribing, beca: 

I think it was really intended to be 4 


signpost, pointing. 





Booklet Tells How to 
Get War Work 


Copper & Brass Research Associat 
New York, has prepared an illustt 
booklet called “How Small Indust 
Can Go After War Work.” The b 
deals with the procuring of contracts 
subcontracts through the Contract 
tribution Branch of the War Product 
Board by small companies 
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expositions 








Mar. 16-18. International Beauty Shop 
Owners Convention and _ Exhibition, 
New York 19 W. 44th St., New 
York 

Mar. 16-19. National Railway Appliances 
Association, Palmer House, Chicago. 

Mar. 23-24. Tanners Council of America 
(spring), New York 100 Gold St., 
New York. 

April. International Aviation Show, Con- 
vention Hall, Detroit 

Apr. 14-17. Packaging Exposition and 
Conference, Hotel Astor, New York. 
American Management Association, 330 
W. 42nd St., New York. 

Apr. 18-24. Foundry and Allied Indus- 
tries Show, Cleveland 
Apr. 20-22. National Sanitary Supply 
Association, Hotel Philadelphia, Phila 
delphia. 734 E. Lexington St., Milwau 
kee 

Apr. 20-22. American Industrial Bankers 
Association, Chicago. 128 E. Wayne 
St., Ft. Wayne, Ind. 

Apr. 20-24. American Foundrymen’s As- 
sociation, Cleveland. 222 W. Adams 
St., Chicage 

Apr. 20-24. American Association of 
Petroleum Geologists, Denver. Box 979, 
Tulsa, Okla 

Apr. 22-24. Petroleum Industry Electri- 
cal Association, Washington-Youree 
Hotel, Shreveport. P.O. Box 2412, 
Houston. 

Apr. 23-30. Knitting Arts Exhibition, 
Atlantic City. 925 Park Square Bldg., 
Boston 

Apr. 27-May 1. American Mining Con- 
gress‘Coal Show, Cincinnati. 309 Mun- 
sey Bldg., Washington, D. C 

May 46. National Industrial Service As- 
soc., Cincinnati, 420 Lexington Ave., 
New York 

May 4-8. National Premium Exposition, 
Chicago. 110 Merchandise Mart, Chi 
ago 

May 8-9 International Afhliation of 
Sales and Advertising Clubs, Windsor, 
Ont. 734 Ashland Ave., Buffalo. 

May 12-13. Illinois Telephone Associa- 


tion, Pere Marquette Hotel, Peoria, IIl.- 


516 E. Monroe St., Springfield, Ill 

May 16-23. International Petroleum Ex 
position, Tulsa, Okla. 

May 18-24. National Defense Exposition, 
Industrial-Petroleum-Engineering, Hous- 
ton, Tex., Petroleum Bldg, Houston. 

May 25-28. National Association of Pur- 

hasing Agents, Waldorf Astoria Hotel, 
New York. 11 Park Place, New York 
e 3-5. Rocky Mountain Coal Mining 
Institute, Utah Hotel, Salt Lake City 
808 Equitable Bldg.. Denver. 
e 8-10. American Newspaper Publish- 
rs Mechanical Conference, Chicago 
70 Lexington Ave., New York 

e 8-11. Confectionery Industries Ex- 
position, New York 232 Madison 
Ave., New York 

8-12. American Medical Association, 
\tlantic City, N. J. 535 No. Dearborn 
Keg Chicago 

21-24. Advertising Federation of 

nerica, New York. 330 W. 42nd St., 

vew York 


21-25. American Water Works As- 
ation, Stevens Hotel, Chicago. 22 


40th St., New York 


June 22-25. National Association of 
Building Owners & Managers, Detroit. 
134 South La Salle St., Chicago. 

June 22-25. National Association of Cost 
Accountants, Chicago. 385 Madison 
Ave., New York. 

July 20-24. International Baby Chick Ex- 
position, New Orleans. 3718 Broadway, 
Kansas City, Mo. 

Aug. 3-6. Automobile Accessories Ex- 
hibit, Chicago. 1455 S. Michigan Ave., 
Chicago. 

Aug. 23-26 National Association of 
Power Engineers, New Orleans. Rm. 
1717, 176 W. Adams St., Chicago. 

Aug. 10-12. National Industrial Stores 
Assoc., Cincinnati, 416 Southern Bldg., 
Washington, D. C. 

Sept. 1-11. Building & Construction 
Trades Council, Atlantic City. 1094 
Broad St., Newark, N. J. 





Sept. 14-16. Advertising Specialty Na 
tional Association, Chicago. 1426 G 
St., N.W., Washington, D. C 

Sept. 14-17. Track Supply Association, 
Chicago. Rm. 2218, 59 E. Van Buren 
St., Chicago. 

Sept. 21-23. Controllers Institute of 
America, Chicago. No. 1 E. 42nd St., 
New York. 

Sept. 22-24. Association of Iron & Steel 
Engineers, Pittsburgh 1010 Empire 
Bidg., Pittsburgh. 

Sept. 23-25. National Industrial Adver 
tisers Association, Atlantic City, N. ] 
100 E. Ohio St., Chicago. 

Oct. National School Cafeteria Associa 
tion, Chicago. Univ. of Miss., Univer- 
sity, Miss. 

Nov. 9-13. American Bottlers of Carbon- 
ated Beverages, Detroit, 232 Madison 
Ave., New York. 
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Day and Night 
Operation 


You will find upon in- 
vestigation that we ap- i, 
preciate Catalogue, Pub- { 
lication and Genera! 
Printing requirements 
and that our e-vice 
meets all demands. We 
will be glad to help 
olve your printing and ~ sat 
associated problems. 


ALSO GENERAL 
PRINTING 
requiring the same equip- 
ment and facilities to | 
produce. 

TYPESETTING 
Linotype, Monotype, Lud- 
low, Hand, 

PRESSWORE 


The usual and unusual, also 
Color presses. The largest 
and most economical 


The usual and unusual, also for you? 
machine gathering, ma- 
chine covering, special 
trimmers. Special Folders, 
Unusual Wire Stitchers. 
Sewing Machines The 


If desired, we mail your 
printed matter direct from 
Chicago the central dis- 
tributing point. 


| NATIONAL 








One of the largest, most efficient and completely other assistance requested 
equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue - Publication - General Printing 


ONE OR MORE COLORS 
ARTISTS @ ENGRAVERS @ ELECTROTYPERS 


Make a Printing Connection with a Specialist and a Large and Reliable Printing House 


Our SPECIALTIES Business Methods e R-aaaees Use NEW TYPE for 
5 standing nignest 
CATALOGUES (Inquire of Dun Bradstreet, Ine., or CATALOGUES, 
other Credit Agencies and First National | ADVERTISEMENTS 
PUBLICATIONS Bank, Chicago, Illinois.) AND GENERAL 
BOOKLETS P PRINTING 
. e have a large battery 
HOUSE ORGANS | Proper Quality of type casting. machines 
PRICE LISTS | Because -, yey equip- = a pony Poa 
ment an est workmen. dry——we use the type once 
FLYERS | . ‘. cnt. males exteeed held 
PROCEEDINGS | Quick Delivery pe nr roma gy eee 
editions, e have a 
CONVENTION Because of Automatic machin- standard faces and spe 
DAILIES ery and Day and Night service. | “is! type faces will be fur 


Right Price 
Because of superior. facilities 
and efficient management. 


Satisfied Customers 


Our large and growing business is 
because of satisfied customers, be- ators. 
cause of repeat orders. We are 
always pleased to give the names 
of a dozen or more of our cus- 
tomers to persons or firms contem- 
_— oe 

| with us ont you owe it to your- 
BINDING self to find out what we can do 


printing orders of up-to-date presses—the 


Consulting with 
printing problems and asking for 
not place you 


us about your 


estimates does 


largest and most eco- under any obligation whatever. usual folding, gathering, 
nomical | U E Y N stitching and covering ma 
Let Us Estimate on Your Next chines, the facilities of 

MAILING our binding and mailing 


Printing—The LARGE and the 
SMALLER ORDERS 


(We are strong on our Specialties) 


Printing Products Corporation 
PRINTERS = tocar | 


ONE OR MORE COLORS 
Telephone WABASH 3380 — Local and Long Distance 


Polk and La Salle Streets 


Printing and Adver- 
tising Advisers 

We advise in determining 
methods for economical 
production If you want 
copy and illustrations pre 
pared for one issue of 
printing or an advertising 
campaign planned we as- 
sist in securing catalogue 
compilers, advertising 
writers, artists, designers 
illustrators, proper agency 
service, counselors or any 


nished if desired. 


CLEAN LINOTYPE 

AND MONOTYPE 

FACES 
We have a large number 
of Linotype and Monotype 
machines and they are in 
the hands of expert oper 
We have the stand- 
ard faces and special type 
faces furnished if desired 


GOOD PRESSWORK 


We have a large number 


usual and unusual, alse 
color presses and our 
pressmen and feeders are 
the best. 
BINDING AND 
MAILING SERVICE 


With our up-to-date un- 


jepartments are so large 
that we deliver to the post 
yffice or customers as fast 
as the presses print. 


e Chicago, Illinois 
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HEAT TREATING N. LA. A. News 
: What local chapters of the National Industrial 


FORGING Advertisers Association are doing and thinking about 


Probably at no time in the 
history of the country has 
there been more interest in 
the arts of forging and heat 
treating than right now. Most 


of the steels going into our : - 
‘rmament must undergo one NIAA Midwest Conference W Donald Murphy, Reincke-Ellis 
or the other of these proc Younggreen & Finn, Chicago, and presi 


in the cae eens mas ane In Chicago, March 13 dent of the NIAA, will deliver the key 
ing all possible information Wayne C. Taylor, Under Secretary of note address on the theme of the meeting 
relative to these processes Commerce, will be the featured speaker J. M. McKibbin, advertising and sales 
i aa ps won at the luncheon ses promotion manager, Westinghouse Electri 
tisement in HEAT TREAT sion of the Midwest w& Mfg Company, East Pittsburgh, will 
ING AND FORGING will Conference of the deliver an illustrated case study of how 
receive a welcome reception : National Industrial the industrial division of his company Its 
Published by 2 Advertisers Associa conducting its promotional and sales a 
STEEL PUBLICATIONS, INC. tion to be held in tivities under wartime conditions, includ 
108 Sauithfielé St Pittsbergh, Ps Hotel Sherman, ing the development of substitute products 
Chicago, March 13. and finding new markets for them 
Mr. Taylor will The subject of advertising copy will be 
bring a special mes- dealt with by Schuyler Hopper, assistant 
sage to industrial executive vice-president, The Associated 
manufacturers on Business Papers, New York, who will out 
the latest develop- line “Seven Ways to Thwart Ignorance 
ments in Washing- the Saboteur.” Mr. Hopper’s talk will be 
ton affecting their based on an exhaustive study of indus 
W. C. TAYLOR production and trial advertising as it is being effectively 
marketing activities, and will outline the applied to industry's sales and public re 
planning now being done by the Bureau lations problems of today 
of Foreign and Domestic Commerce for Walther Buchen, head of the Chicago 
postwar trade. The Under Secretary has advertising agency bearing his name, will 
just returned from the Rio de Janiero con- lead off the afternoon session with an 
ference of American republics and is ex address on “The Long Range Viewpoint 
pected to touch on the Latin-American in Current Advertising.” which will be 
market situation followed by a talk on “Product and Mar 
The all-day conference is being held ket Development for Tomorrow” by an 
under the direction of the Chicago Indus- authoritative speaker. Charles Carroll 
trial Advertisers Association with the coop- representative of the Air Express Edition 
eration of the St. Louis, Milwaukee, In of Time, is on the program for a discus 
dianapolis, Rockford, and Twin Cities sion of “South America—the Next Indus 
chapters of the NIAA. Following the trial Market,” which will be based on ob 
theme, “Industrial Advertising for Vic- servations in the field and wide researc! 
tory—and Tomorrow,” the program will by the Time, Inc., organization 
deal with what is being done and what To summarize the day's program and to 
can be done by manufacturers of indus- give visitors an opportunity to get the 
trial products in their advertising and answers to their specific problems, the clos 
sales programs to speed the war program ing session will be a forum at which time 
and especially the conversion of industry the featured speakers will give a_ short 
to the production of war equipment and review of their remarks and answer ques 
supplies tions pertaining to them. In additior 























This year the Open Hearth and 
Blast Furnace Committees of the 
A.I1.M.E. will hold their annual 
meeting at Cincinnati, April 16-17 
The April issue of BLAST FUR- 
NACE AND STEEL PLANT will, 
as usual, carry a special section, 
printed on India Tint stock which 
will contain the program of the 
conference and articles relative to 
the conference. This insert will be 
distributed gratis to all those 
attending 

Forms close March 23rd. Make 
our reservation now 


Published by 
Two views at the installation ceremonies of the Industrial Marketing Council of St. Loui 
when Tony Neher, sales promotion manager, Century Electric Company, retiring president 
piiaae DUBLICATIONS... was presented with a framed certificate of service and a trophy in appreciation of h 
108 SMITHFIELD ST. services. Presentation is being made at the left by Carl B. Dietrich, advertising manage’ 
That itl-tete PENNA Wagner Electric Corporation, and at the right by H. vonP. Thomas, advertising manage 
, ' Bussmann Mfg. Company, both past presidents of the council. Oakleigh R. French phot 
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there will be a panel of representatives 
from the paper, printing, publishing, and 
raving fields to answer questions and 
tell how present trends will affect the ad- 
ertisers regarding their products. Stuart 
G. Phillips, treasurer, The Dole Valve 
Company, Chicago, will be master of cere- 
onies of the forum session. Dinner and 
ntertainment will conclude the program 
or the day 
W. Lane Witt, assistant advertising 
anager, Crane Co., and president of the 
Chicago chapter of NIAA, is general 
hairman of the conference, and Blaine 
G. Wiley, assistant general sales manager, 
All-Steel-Equip Company, Aurora, IIl., is 


program chairman 


St. Louis Installs 
New Officers 


Charles W. Bolan, advertising manager, 
Carter Carburetor Corporation, St. Louis, 
vas installed as president of the St. Louis 
Industrial Marketing Council at a banquet, 
Feb. 13 Other officers inducted were 
Schell L. Furry, National Typesetting 
Company, vice-president, and Oliver S$ 
Imes, advertising manager, Century Elec- 
tric Company, secretary-treasurer 

Anthony Neher, sales promotion man 
iger, Century Electric Company, retiring 
president, was presented with a framed 
certificate of service and a special trophy 
in appreciation of his efforts and loyalty 
» the objectives of the organization. Mr 
Neher is a vice-president of the NIAA, 
heading up the advertising administration 
section of the national body 

The council was founded in 1926 and 
1 roll call of past presidents found a large 
percentage of them present. Carl B. Diet- 
rich, advertising manager, Wagner Electric 
Corporation, was toastmaster 


President Murphy Presents 
Baltimore Charter 


A large attendance of visitors from 
neighboring chapters was present at Bal- 
timore last month when NIAA President 
Murphy presented a charter to the Mary 
ind Industrial Marketers, the association's 
twenty-third chapter M. J. Donahue, 
idvertising manager, Anchor Post Fence 
Company, president, accepted the certi- 
hceate and pledged the group's united sup- 
port of the national association's program 

expedite the war program 


Northern California Issues 
Victory Communique 
Industrial Marketers of Northern Cali- 


nia have inaugurated a weekly service 
members known as the “Victory Com- 
nique,” a bulletin to report significant 
ws concerning the administration of 
il government offices with which mem- 
s have to work. The activity is under 
direction of Melville E. Wank, chair- 

of the War Work Liaison Commit- 

The first issue reviewed the war 
luction situation, gave names and ad- 
sses of local WPB offices, news on con 
t distribution, and price ceilings. 


irish Tells Chicago, 
“Se the Idea Manager" 


1¢ advertising manager is in an ideal 
ion to be of help to his company 
g busy wartimes because he has ac- 
to all departments without the respon- 
ties and can look at their problems 
tively, William E. Irish, editor, In- 
il Equipment News, New York, told 
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the Chicago Industrial Advertisers last 
month. He urged his listeners to estab- 
lish an idea system and be the idea man- 
agers for the company by working up ideas 
toward the solution of various department 
problems. 

The advertising manager, he asserted, 
should initiate product and line develop- 
ments and improvements and keep the re 
search department posted on _ products 
being dropped by other companies that 
might be made in their own plant. The ad 
man can also help in the company’s con 
servation program and plant protection, 
and by wide reading he should pass along 
to plant executives articles that might be 
of value to them in today’s battle of pro- 
duction 

Sidney R. Bernstein, editor, Advertising 








Age, gave a review of the Harvard report 
on “The Economic Effects of Advertis 
ing.” (See IM, Feb. °42, p. 110.) 


Philadelphia Stages Industrial 
Conservation Session 


The salvage and collection of every 
possible pound of scrap metal is a press 
ing necessity and an imperative task which 
all industries are now called upon to as 
sume, Robert A. Wheeler, of the Indus 
trial Salvage Section, Bureau of Industrial 
Conservation, told Eastern Industrial Ad 
vertisers at their February meeting which 
was devoted to a summary of conserva 
tion practices necessary to the successful 
prosecution of the war. Mr. Wheeler, on 
leave from the International Nickel Com- 











HOW COMPLETE 


nearly 62 years ago. 


cal Engineers. 


tive activities . . 


to them. 


pediencies. 


neering. 


completely, 


CAN COOPERATION BE... ? 


The search for the answer began, cooperatively, 


That is when the need for far-reaching coopera- 
tive effort became acute. . 
eminent engineers and industrialists got together 
and organized The American Society of Mechani- 


Industrial advancement and economic and Na- 
tional STRENGTH owe much to these coopera- 
. and will continue to owe much 


For industrial and economic and National prog- 
ress will continue to the extent that engineers 
and industrialists work beyond immediate ex- 


The far-reaching cooperative activities of the 
A.S.M.E. are by such men. 
authorship and readership of Mechanical Engi- 


Obviously such engineers and industrial execu- 
tives are outstanding factors in the purchase of 
) equipment and materials . 
and during normal times. 
can be reached most effectively through the 
publications which serve their basic needs most 
MECHANICAL ENGINEERING 
and the A.S.M.E. MECHANICAL CATALOG. 


. and when a group of 








They constitute the 


. during emergencies 
Obviously, too, they 











MFCHANICAL ENGINEERING (Monthly) and A.S.M.E. MECHANICAL CATALOG (Annua/), 
Published by The American Society of Mechanical Engineers, 29 West 39th Street, New York, N. Y., 
Midwest Office: 205 W. Wacker Drive, Chicago, |! 
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SAY, MAC... 


D/D YOU HEAR THAT 





CIRCULATION. ? 











I, a Fact! A survey proved it. Screw 
Machine Products Manufacturers, 
Superintendents, Foremen, Tool De- 
signers and Engineers, Inspectors, Set- 
up men and Operators in Screw Machine 
Departments. . .all paid subscribers 


SCREW 
MACHINE 
ENGINEERING 


Why not! It's the only publication that 
deals exclusively with their everyday 
production problems. That is why the 
majority of them do not regularly read 
other magazines 















So what! Advertisers in $.M.E. reach 
that important group, intimately in 
their homes, not available through any 
other source... VIRGIN CIRCULATION 





























Screw Machine Publishing Co., Inc 
45 Exchange Street 
Rochester, N.Y 


Please send me a copy of $.M.E., cir- 
culation figures and rate card 


NAME 
COMPANY 
ADORESS (ciTy) STATE 


POSITION 


S.M.E. was vircw 
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Speakers’ table at the Eastern Industrial Advertisers’ Feb. 5 meeting in Philadelphia. Stand- 
ing, left to right: Walter H. Gebhart, William Disston, R. T. Nalle, Jacob Disston, all of Henry 







Disston & Sons, Inc.; C. B. Larrabee, Printers’ Ink"; and A. O. Witt, Schramm, Inc. Seated: 
Thomas F. Joyce, RCA Mfg. Company; Horace Disston, Henry Disston & Sons, Inc.; James S. 
McCullough, Yale & Towne Mfg. Company; Robert A. Wheeler, Bureau of Industrial Conserva- 


tion (manager nickel publicity International Nickel Co.); John Coakley, Thomas A. Edison, Inc. 


pany, New York, where he is manager 
of publicity, effectively dramatized sta- 
tistics on the amount of wasted material 
usually expected as “normal” procedure 

Thomas F. Joyce, vice-president, RCA 
Mfg. Company, Camden, explained the 


operation of his company’s “B Beat 
the Promise™ as an effective program to 
conserve time and manpower. He illus- 


trated morale building efforts with slides, 
records of theme songs, and recorded in- 
terviews with RCA men now in the 
armed forces. The program was started 
in September, and with the U.S. declara 
tion of war, entered its second phase 
built around a “Beat the Japs” mobiliza- 
tion 

The “Disston Conservation Control 
Plan” for reducing tool breakage, con 
serving vital raw material, Saving time, 
increasing efhciency, improving perform- 
ance, and expanding production was ex 
plained by Walter H. Gebhart, industrial 
sales manager, Henry Disston & Sons, Inc., 
Philadelphia. Booklets containing a com 
plete explanation were distributed to those 
in attendance. The plan is described at 
length elsewhere in this issue 

The Erie plan, developed by several 
Erie, Pa., industries and instigated by the 
Hammermill Paper Company, also was 
outlined 


Helpfulness to War Effort 
Advertising Standard Today 


The standard by which all advertising 
must be judged today is its helpfulness in 
winning the war, Stuart Heinritz, editor, 
Purchasing, declared in an address before 
the Western New England chapter, Feb 
12, on the subject, “National Defense 
Marketing Opportunities.” 

Conservation must be the theme for 
1942 if production is to be increased to 
war-winning levels, he declared. The re 
sponsibility of advertising at present is to 
impress upon everyone the necessity for 
using materials and equipment economi- 
cally and to the greatest advantage by 
showing how to make them last longer. 
how to obtain maximum production from 
them, how to prevent waste and spoilage, 
and by suggesting substitutes if necessary 
He warned that companies who do not 
recognize this policy will fall by the way- 
side, while those who do will not only be 
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performing a vital duty at present, but will 
be leaders in the future recovery as well 


Ontario Shown Movies 
on Paper Manufacture 


Two industrial motion pictures, “To 
day's Paper,” and “Paper, The Life Blooc 
of Business,” depicting in full color and 
sound the manufacture of different kinds 
of paper from forest to finished product, 
were shown by Neil B. Powter, sales pro 
motion manager, Howard Smith Paper 
Mills, Ltd., Montreal, at the Feb. 26 meet 
ing of the Industrial Advertisers Associ 
ation of Ontario. Mr. Powter discussed 
the preparation of the films, which wer 
written, directed, photographed, and edit 
ed by his department 

The conservation of paper supplies by 
elimination of non-essentials and wast 
was urged by Mr. Powter, who als 
stressed the need for advertising men to 
back the National Salvage Campaign ir 
order to assure the mills sufficient pulp to 
make the type of papers used by industrial 
advertisers 


Copy Testing and Copy 
Discussed at Jersey Meet 


The inquiry test, in which a coupon or: 
hidden offer is made in the ad, is the most 
helpful copy testing method for industria 
advertisers, D. E. Robinson, director of 
search, Pedlar and Ryan, New York, to! 
Industrial Marketers of New Jersey 
their Feb. 18 meeting. Another helpt 
and inexpensive method of copy testing 
he declared, is the controlled opinion test 
in which two advertisements or advertis 
ment layouts are submitted to logical pros 
pects for their selection of the one most 
likely to prompt them to buy 

Today's copy writing job isn't so ve 
different from the job “we should ha‘ 
been doing right along; i.e., making 
vertising copy render a service to t 
reader, James O. Peck, assistant to t! 
president, McGraw-Hill Publishing Cor 
pany, declared in his address on “Coy 
Writing Today,” at the same meeting. H 
reviewed many industrial advertisemer 
as examples and pointed out that th 
told how to conserve, how to make 
product give added life, contained co 
plete engineering and catalog specif 
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s, offers of engineering help, etc., in- 
id of stressing “What swell products or 
ple we are.’ Mr. Peck advised ad- 
rtisers to use their space and maintain 
edules to do more economically a larger 
t of the sales job, and be more helpful 
ne reader 

\ civilian defense training film, “Ex- 
vsuishing the Fire Bomb,” was shown, 
d the chapter voted to buy a $250 
fense Bond 


New Jersey Marketers 
Formulate Salvage Program 


\ committee of Industrial Marketers of 
w Jersey members has formulated and 
mitted to the chapter a plan of cooper- 
with the Industrial Salvage Section 
the Bureau of Industrial Conservation, 
which is concerned with getting a larger, 
faster flow of scrap from industry into the 
ilarly established reclamation and con- 
rsion channels. The plan was the re- 
t of a suggestion made by R. A. Wheel- 
manager of publicity, The International 
Nickel Company, New York, who has 
been loaned by his company to work with 
the Industrial Salvage Section. It is an- 
icipated that the NIAA through its entire 
membership will eventually join in the 
rosecution of this plan 
The IMNJ committee has suggested the 
lowing ways in which NIAA members 
iid in this salvaging program in their 
departments: 
Dispose of obsolete printed material 
r waste paper 
Get back into circulation valuable 
ils tied up in plates by selling them to 
p dealers 
Authorize printers to dispose of 
tes being held, and urge them to write 
other customers asking for authority 
lispose ¢ t their plates 
Authorize publishers to dispose of 
being held, and urged them to ob 
suthorization from other advertisers 
spose ol their plates 
See that insertion orders carry the 
that plates may be destroyed after 
ave been used 
Be sure that management is made 
ware of how you are cooperating in metal 
ge right in your own department 
IMN] committee 1s composed ot 
H. E. Leonard, assistant advertising man 
The Iron Age, New York, chairman 
I Keyler, vice-president, O. S. Tyson & 
New York; T. J. Lindley, Interna 
t Nickel Company, New York; and 
Ellis, Elastic Stop Nut Corpora 
Union, N. ] 


Past-President Webster 
Called to Service 
U. Webster, NIAA president 


the 1932-33 fiscal year, and ac 
executive, MacManus, John @ 
Detroit, has been ordered to ac 
under his commission as Cap 
Field Artillery Reserve, and assigned 
Fort Wayne Motor Supply Depot, 
Wayne, Mich 
Webster was advertising manager, 
Hammer, Inc., Milwaukee, at the 
his NIAA presidency, and subse 
became manager of merchandis- 
tor that company 


: ght Names Mathes 


zht Company, Fulton, N. Y., man 
r of milk closures and containers, 
its account with J. M. Mathes, 
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McCarty Adds Three to Staff 


The McCarty Company, Los Angeles, 
has added to its staff the following: Fred 
F. Hubler, account executive, previously, 
advertising manager, Petroleum Rectifying 
Company and Tretolite Company, Hous- 
ton, Tex.; Byron H. Brown, account exec- 
utive, formerly Los Angeles manager, 
Gerth-Knollin Advertising Agency; and 
Ford C. McElligott, junior account execu- 
tive, formerly with the advertising depart- 
ment, Western Auto Supply Company, 
Los Angeles 


Dennison at Camp Lee 


Joe Dennison, formerly in the Philadel- 
phia office, Industrial Equipment News 
is now serving as a lieutenant at Camp 


Lee, Va 





Hixon-O'Donnell Adds Two 

Hixon-O’Donnell Advertising, New 
York, has been appointed to handle the 
accounts of Air Control Corporation, and 
Standard Gas Equipment Corporation, 
both of New York. 


Hough Named Collins V. P. 


Leonard B. Hough, formerly manager of 
export sales, Collins Company, manufac 
turer of axes, machets, and picks, Collins 
ville, Conn., has been named vice-presi- 
dent in charge of sales. 


Tyson Elected CCA Director 

Oscar S. Tyson, head of O. S. Tyson 
and Company, Inc., New York agency, 
has been elected a director of Controlled 
Circulation Audit, New York. 


Any manufacturer who 
has an investment in ex- 
port, and a sales position 
to protect for the long term 
future, has something to 
tell his overseas custom- 
ers and needs the help of 
publication advertising 
to do the job. 


BUSINESS PUBLISHERS 
INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


330 West 42nd Street, New York City 


Publishers of—-INGENIERIA INTERNACIONAL—CONSTRUCTION Edition, INGENIERIA INTER- 
NACIONAL—INDUSTRIAL Edition, THE AMERICAN AUTOMOBILE (Overseas Edition), EL 
AUTOMOVIL AMERICANO, EL FARMACEUTICO, The BUYERS GUIDES for Overseas Automo- 
tive Distributors (Published Annually in Separate English and Spanish editions), and The Latin 
American BUYERS GUIDES for CONSTRUCTION and INDUSTRY (Published annually in sepa- 


rate editions, both editions in Spanish). 


BRANCH OFFICES—I6 South Broad St., Philadelphia; 1427 Statler Bidg., Park Square, Boston; 
Hanna Bidg., Cleveland; 520 N. Michigan Ave., Chicago; General Motors Bidg., Detroit; 68 
Post St., San Francisco; 517 North Beachwood Drive, Los Angeles; 01! Rhodes-Haverty Bidg., 


Atlanta, Ga. 






KEEP ANCHORED 


to Sound Business Principles 






DON'T DRIFT into careless habits, 


just because the times are troubled 
HOLD FAST to good business prac 












tice—advertise your product in Pit and 
Quarry 

This frst paper in the nonmetallic 
minerals field gives you most individ 
ual subscribers, executive readers and 
paid producer circulation and at 






the lowest cost 


Ask for a free market survey cover i “ee ig 









1S CALLING FOR 
CONTINUITY OF 


POWER 








PIT and QUARRY 


907 Rand McNa Building, Chicago 
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4, 
woop PRODUCTS inDusTRY®S ow" 
Showing the development of the KVA design as originally used in the house organ and adver 


tising of James R. Kearney Corporation, St. Louis, and its application to posters and 


« 
st in the Field stickers. The design has been turned over to the electrical industry which will promote 


t nationwide as a reminder of the industry's wartime responsibility to the country 












Ihe wood products industry is all set 10 go places! | Kearney Design Adopted by Electrical Field 


Wood again is taking top position in importance 





as the raw materia! for civilian uses—houses, fur 

























j 


niture, containers, desks, millwork, Venetian blinds @ WHEN the advertising depart- The design was reproduced in M 


plywood, etc. More and more products are being ked RK f : K m ’ } } : ’ 
made of wood each day. Demands are already ment askec James ‘ Carney Tor copy earney S page in the house organ a ] 
exceeding production capacities as the curtailment for his “Reflections” page in a recent after it had gone into circulation 
of srod ¢ made with we ateri b eeur as P 
tema aang Pe issue of “Kearney Hi-Lines,” external among the 10,000 operating men 
ncreasingly fe ‘ ; : ‘ : 
house organ of James R. Kearney Cor- tively engaged in the work of tran 
WOOD PRODUCTS’ alert editorial program forms . . 
eres : poration, St. Louis, he suggested that mitting and distributing electric pow 
the ideal setting for the sales messages of firms seni ' . ' 
making abrasives, finishing materials, adhesives an insignia might be made of the elec- er throughout the L nited States, th 
9 9 ; 
weed working machinery and power and conveying trical term KVA_ (thousands-volts- came an enthusiastic response to 
equipment . ° 
amperes) indicating electrical power, idea and a demand for reprints. 
is the o . : +7 . 7 ; . , wen 
WOOD PRODUCTS is the only publication provid having within it a V which lent itself With consideration of the cost 
ng complete audited coverage of this industry , , £ , . . 
Fer detailed Information write tedey for your copy to the expression, V for Victory. mind, posters were offered free on 


of a new booklet which tells about the new oppor Out of this thought was developed limited basis (“a couple or a do 





tunities of this great industry and how it can be k bl } } } t ” 
successfully reached at a single low cost a striking embDiem we 1 the paces, posters on request ) in a two-c 
Victory is calling for continuity of page in the industry papers which « 
Power,” the idea being a reminder to ried the design superimposed ove! 
g g F F 
all in the electrical field of their re- view of a transmission tower with 
sponsibility to provide the ever grow- smokestack of a power plant in 
ing demands for power needed for war background. In connection with 
431 S. Dearborn St. Chicago, Ill. : f a 6 ; , 
production. insignia in this page was the | 
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In 1941 
HOSPITAL MANAGEMENT 


“m Gained more new accounts, more pages of advertising, 
: more insertions and more net paid subscribers..... . 


than all other hospital publications 


COMBINED ... 


For complete details send for a copy of 
“Here’s a Market You Can Sell” 


HOSPITAL MANAGEMENT 


100 E. OHIO ST. 330 W. 42nd ST. 
CHICAGO NEW YORK 





METAL FINISHING 
IS WAR BUSINESS 


Metal finishing preparation, electroplating, coat- 
ing has become a more active industry than 
ever it was betore the war. Metal finishing de- 
partments of war material manufacturers are 
working at capacity and capacities are growing. 


If you can supply any materials, equipment or 
service to this essential market, the readers of 
METAL FINISHING will be most interested. 


METAL FINISHING, 37-year-old authority, 
reaches the key men in shops doing at least 85% 
of all metal finishing work today—with paid cir- 
culation, ABC audited; ABP editorial and busi- 
ness standards; 7"x10" page visibility; unpadded, 


unmatched circulation; economical rates. 


For complete information, see Standard Rate 
and Data book or write us 


METAL FINISHING 


119 JOHN STREET, NEW YORK 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed al! edi 
torial publicity and competitive advertising 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost 


Just ask for Booklet No. 20. 
BACON'S CLIPPING BUREAU 


BUSINE FARM GENERAL 
PAPEF > 4 PAPERS MAGAZINES 
221 NW. LA SALLE ST., CHICAGO, ILLINOIS 





1S MINUTES RE-GRINDING...NOW! 
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<0 eee Caeey ree wees 








Wrought Iron Pipes. 


WALWORTH & NASON, 
18 and 22 Devonshire street, Boston, 


MANUPACTURE 
LAP-WELDED 
LOCOMOTIVE, STATIONARY & MARINE 


STEAM AND GAS PIPES, 
Brass and tron Valves and Cocke, and every variety o 
Spparatus for Sterne and Gas Work ; 
TUBULAR STEAM BOILERS, 
Feed Pumps; Steam and Vecuam Guages; 
IMPROVED TUBULAR HEATERS, 
for Steam E.ncines, Balance and uther Valves, for Steam 
Engine Regulators; and a variety of Steam Engine aod 

Botier appurtenances nse by Engineers. 

They also fit up in the best) manner, Cotton and Woe 
en Mills with GAS APPARATUS, and “team Vi arming 
Drymg and Dye-heating Apparatus, and a great varie: 
ot [oproved Steam Fistures, for Manutacturing and oth 
eT pul poses. 

fo The plan of warming buildings by «team 1.04 emal 
Wrought iron tubes WAH URIGENATED and lias Doe exten 
sively brought inte use by Wacwontn & Nason. 

Boston, August 9, Inu. auglilistaw)m 








Walworth Company had a series of institutional ads prepared for celebration of its !00th 
anniversary in 1942 but scrapped them after the January insertion for the current copy shown 
above which is designed to tell readers how to get the utmost service from the valves they are 
using. A panel at the right in the ad explains the switch in copy theme and serves to focus 
attention on the anniversary. At right is piece of copy used by founders of Walworth in 1850 


“Thought contribution to the indus- 
try—respectfully submitted by the 
Kearney Corporation.” 

Apparently the thought was well 
founded because it clicked throughout 
the entire industry and the idea was 
developed further to include its use 
on large size hanger cards, window, 
wall, and windshield stickers, and 
small lapel buttons. But before the 
Kearney Corporation had an oppor- 
tunity to do much in the Ww a\ of dis- 
tributing this material, it was ap- 
proached by the St. Louis Electrical 
Board of Trade for permission to pro- 
mote the use of the idea by the eclec- 
trical industry nationally. James R. 
Kearney, Jr., president of the com- 
pany, reasoned that if the idea did 
have merit and could do some real 
good, it really belonged in the hands 
of a non-commercial organization to 


carry on with freely, so he relinquished 





Resuly 


Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 











| HOW TO SOLVE YOUR MAILING 
LIST MAINTENANCE PROBLEMS... 


Keeping an industrial mailing list up-to-date under 
today’s conditions is a major problem for most 
manufacturers and industrial service organizations. 
More and more are turning to McGraw-Hill Verified 
Lists as an accurate, economical and convenient 
means of reaching the industrial executives and 
technical men who now control purchases. 

McGraw-Hill Mailing Lists provide intensive, up- 
to-the-minute coverage of present day industrial 
This unique service may well be the 
solution to your own direct mail “question mark.” 
Ask for facts about the specific industry or group 
of industries which represent your sales objective. 


McGraw-Hill Publishing Company 


markets. 


330 West 42nd Street 


DIRECT MAIL DIVISION 
New York, N. Y. 





- | 





it to them, together with all draw- 
ings, engravings and supplies. 

That’s how an idea presented in a 
house organ grew to great importance 
and assumed a job in the task of as- 


suring victory. 


lron Fireman to Begin 
"Survival" Campaign 


Iron Fireman Mfg. Company will begir 
this month a $100,000 advertising 
paign in general weeklies and industrial 
papers, designed to keep its name and 
trade mark alive during the war peri 
Copy describing Iron Fireman's part it 
the victory program will be woven 
every ad. Iron Fireman will also continue 
dealer coOperative campaigns in newspa 
pers, offering dealers their choice of news 
papers, spot radio, or outdoor posters, the 
last featuring a “saves fuel, saves money, 
speeds production” theme Joseph R 
Gerber Company, Portland, Ore., is the 
agency 


Beatty Names Butler 


Kenneth B. Butler & Associates, M 
dota, Ill., have been appointed to di 
the advertising and promotion of B« 
Machine and Mfg. Company, Hamm 
Ind., manufacturer of stamping, fort 
extruding, shearing, flanging, and | 
hydraulic presses 


Gets Nylen Account 


Nylen Products Company, St. Jos 
Mich., has appointed Carter, Jones 
Taylor, South Bend, as advert 
agency for its machine tool, piston 
pins divisions 


Ebbert With Carrier 

Ralph Ebbert, formerly manager « 
Brooklyn and Long Island Auton 
Dealers Association, has joined C: 
Corporation, New York, as direct 
public relations 
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Editorial Competition 


lity of the material; timeliness; 
nd the skill with which the material 


vritten and presented. 

[he competition is open to editors 
of all business papers published in the 
United States and Canada, without 
estrictions as to type of publication 
group afhliations. Each editor may 


y 


make as many entries as he cares to in 
any or all of the various divisions. 
Entries must be made prior to Aug. 1, 
1942, and awards will be announced 
and presented at the Annual Confer- 
ence of the National Industrial Ad- 
vertisers Association to be held in At- 
lantic City in September. Entry forms 
and complete regulations will be made 
available to all business paper editors. 

Last year, 101 editors made a 
total of 311 entries in the various 
classihcations. After finishing the 
arduous task of selecting the winning 
material each year, the judges express 
a new appreciation of the splendid 
work being done by business papers in 
representing the interests of business 
and industry and serving as an in- 
valuable source of supply of much 
vital information and data that other- 
wise would not be available for use in 
developing and perfecting processes, 
materials, and equipment which have 
contributed so much to the advance- 
ment of American industry. 


McDonald Heads New 
Crocker-Wheeler Department 


The Crocker-Wheeler Electric Mig 
Company has appointed Donald T. Mce- 
Donald manager of its newly created sales 
promotion and publicity department, es 
tablished as the basis of a broad scale pro 
gr f postwar planning. Mr. McDonald 


was advertising section head at the East 
Pitt irgh headquarters, Westinghouse 
Electric Company, before joining Crocker 


Wheeler in 1941 


Irvington Adds Wanek, 
Advances Beckman 


rt J. Wanek, formerly in the in 

relations and sales promotion de 

| t, Johns- Manville Corporation, 

New York, has been appointed sales pro 

I manager, Irvington Varnish & In- 

Company, Irvington, N. J. Miss 

M Beckman of Irvington’s advertising 

ent, has been advanced to assist- 
; promotion manager. 


Mu-Switech Appoints Bruck 


lin Bruck Advertising Corpora- 
ew York, has been appointed by 
tch Corporation, Canton, Mass., 
electrical switches, to handle its 


F. A. Gosnell Resigns 
From Census Bureau 


F. A. Gosnell, Chief Statistician for the 
Census of Business, and a member of the 
Bureau of the Census for more than twen- 
ty-five years, has resigned to devote full 
time to real estate in Arlington County, 
Virginia John Albright, formerly in 
charge of the Wholesale Census, has been 
appointed Acting Chief Statistician of the 
Bureau 


Affiliation to Hold 
One-Day Convention 


The International Affiliation of Sales 
and Advertising Clubs has dropped pre- 
viously announced plans for holding its 
annual convention in Windsor, Ont., due 





to war complications, and instead will hold 
a one-day conference Saturday, May 16, 
at the General Brock Hotel, Niagara Falls, 
Ont 


Salesmen Are Classified 
Eligible for Autos 


New automobile rationing regulations 
issued by Price Administrator Leon Hen 
derson make possible the release of new 
cars to traveling salesmen handling essen- 
tial supplies. The eligible list in gen 
eral parallels that for new and retreaded 
tires 

Each local board will examine eligible 
buyers, and ration cars available accord 
ing to greatest need In all cases, the 
local board must be satisfied that the ap- 
plicant’s present car is no longer ade- 
quate. Regulations are effective March 2 





for accelerating War Production 


ODEL 1942 Air Conditioning, Heating and Ventilating Equip- 


ment is, in effect, a “Tool of Production” in many plants 


engaged in the manufacture of essential and war materials. As these 


plants expand, additional air conditioning equipment to boost produc- 


tion will be specified. The application of this “Tool” has been fea- 


tured in HEATING and VENTILATING’S Profits-in-Air Series ever 


since defense-production became a necessity. 


During 1942, this im- 


portant Service will be given maximum value by the execution of the 


following distribution plan: 


Personal copies of industrialized HEATING and VENTILATING will 


be delivered each month to leading production executives, plant man- 


agers and government officials in those branches of Industry where 


Air Conditioning can be best applied as a 
These will 
be extra copies sent in addition to HEATING 
and VENTILATING’S total distribution, al- 


ready the highest in the field. The men thus 


Tool for improved production. 


reached are the nations most 


factors in initiating and influencing decisions 
governing the purchase of air conditioning, 


heating and ventilating equipment. 


important 








HEATING and VENTILATING 


—by the Publishers of MACHINERY, The Industrial Press 
148 Lafayette St., New York City 
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TELEPHONE ENGINEER 


and Management 


THE 
We le), 7:08 
TELEPHONE 
MAGAZINE 


NC 


COAT 
J 4 4 


one of the Primary 
Defense Industries, 
is Definitely on the 
Upswing—Contact it 
through its Accepted 
Medium— 


mia 
~ BLACK DIAMOND 2 


~ 


NEW YORK—Whitehall Bldg. 
CHICAGO—Manhattan Bidg. 


the lead- 
industry 


50 years 
coal 


For more than 
ing journal of the 











TO SMALL 


ADVERTISERS. 


Our 25 years’ practical, hard-boiled 
experience enables us to show you how 
to get 10% to 20% more out of a 
limited appropriation Write Cahall 
Advertising Agency, Fox Blidg., Phila., Pa. 





is your best medium 


ilk Plant to advertise to this 
Monthly 


$14,000,000 ,000 

yearly industry. 
CHICAGO 

The biggest industry in 
dairy industry and 
40°) of it. 


the United States is the 


FLUID MILK makes up nearly 





dhe MORGAN 


ADVERTISING CO._ 


j 
22nd year 
Industrial , 
Advertising Agency 


and trade advertisers of 4 
high standing. 





@ A NEW 


signed to expedite handling of in- 


marketing plan de- 


creasing war business to simplify 
field operations, and to bring closer 
coOperation between dealers and 
branches, has been established by 
Carrier Corporation, Syracuse. 

the the United 


States east of the Rocky Moun- 


Under plan, 
tains is divided into three districts: 


Eastern, Western, and Southern. 
Bentley, vice-president, 
the 
gion; Arthur P. Shanklin, recently 
elected heads the 
Western Region; and O. W. By- 


has charge of the Southern 


James A. 
becomes head of Eastern Re- 


\ ice-president, 


num, 
Region as manager. 

Headquarters for the Eastern Re- 
gion will be New York; the Cen- 
tral Region, Chicago; and _ the 
Southern Region, Dallas. 


Each regional executive will be 


Carrier Sets Up Wartime Marketing Plan 


completely responsible for all oper- 
ations in his area and together the 
regional heads will form an advisory 
council to E. T. Murphy, vice- 
president in charge of marketing. 

In announcing the new market- 
ing plan, J. I. Lyle, president, said: 

“This 


operation 


plan is being put into 
after study. 


Not only does it decentralize sales 


extensive 


and service control but it provides 
for a close liaison between the home 
office and field by setting up the 
three newly appointed regional 
heads as an advisory council to the 
vice-president in charge of mar- 
keting. 

“The flexible 


organization with the authority to 


result is a more 
handle field problems more speedily; 
and a sales engineering force whose 
field leadership has a direct voice in 


home office management councils.” 








Milestones 








in Publishing 


Win p Conley, dean of McGraw 
Hill's Chicago sales staff, completed hitty 
and advertising 

started his ca 
Corning, 


years If the printing 
last month He 
reer as a printers devil on a 
N. Y., daily He became Eastern adver 
tising representative of Coal Age in 1911 
and ten years later was appointed Chicago 
American Machinist. In 

transferred to Industrial 
Engineering and since 1932 has been with 
the “Searchlight” displayed classified di 
vision of McGraw-Hill publications 

-_ 


business 


representative ol 


1927 he was 


The Controlled Circulation Audit, Inc.., 
has adde the following to its publisher 
membership: Pacific Factory, Western In 
dustry. Self-Service Grocer. Wine & Lig 
uor Retailer, World Petroleum, Sugar 
Drilling 

. 
Larrabee, since 


Printers’ Ink 


carroll B 


editor, 


1933 manag 
has been elected 
Printers Ink Publishing Com- 
pany, Roy Dickinson, who 
has resigned to enter active army service 


is a lieutenant colonel Mr Larrabee 


joined the publication in 1921 as associate 


president 


to succeed C 


editor 
R. W. Palmer, formerly editor, Printers’ 
Ink Monthly, succeeds Mr 


editor 


Larrabee as 
anaging 
2 
Textile World's Annual Review and 
Forecast Number, issued in February, con 


, 
t special section of information on 


ims i 


government 
specifications, priorities, 
controls, sub-contracting, labor 
ment, conservation, plant protection, 
other vital and timely subjects 


purchases, purchasing ag 


cies, tests, 


Stowell Named Editor of 
“Architectural Record" 


Kenneth 
architect in 


Kingsley 

New York State since 192 
and identified wit 
publications 
architectural 
building fields 
many years, 
been appointed ed 


tor of Architect ral 


Record Until 
cently Mr. Sto 
was editor, H 
Beautiful, and 
fore that edit 
American Arcl 
and Architect 
Forum 
K. K. STOWELL In 1935 he 
laborated with Architectural Record 
ing as professional advisor in the nat 
wide remodeling and modernization 
petition sponsored by Libbey-Owens:! 
Glass Company. He also conducte 
professional adviser the Home Ek 
Competition sponsored by General El 
Company 


Nylen Products Names 
Carter, Jones and Taylor 


Carter, Jones and Taylor, South | 
Ind., has been appointed advertising 
sel for Nylen Products Company 
Joseph, Mich., for both the machine 
and pistons and pins divisions. Li 
]. Carter will handle the account 


readj ist 


Stowell, a registered 


in the 


TU 


as 
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Major General Stephen O. Fuqua, U. S. A., retired, associate editor on military affairs, ‘News- 
week," enters into the discussion from the floor at the recent forum on the war and its rela- 
tion to industrial advertising which was conducted by the Industrial Marketers of New Jersey 


Publication Men 
Called to Washington 


reliance the government is placing 
ness papers and staffs for 

e in many phases of the war pro 
reflected in the posts these men 

ng assigned Heading up one of 

t important activities for industrial 
rtisers and business paper publishers 
nk Tighe, formerly editor, Automo- 
de Journal and more recently with 
mobile Retail Trade Association 
Philadelphia, who has become a mem 
the Press Division of the Bureau of 


oF ship, Washington, D. C. Mr. Tighe 


matters under 


their 


_ 
i 


} 
pecialize on coming 


t Production section of the “Code of 
Wartime Practices for the American 
I The foundation for this particu- 
tivity was organized by Kingsley L 
R president, Power Plant Engneering, 
‘ is returned to his regular duties in 
{ 
rd Newcomb, Jr., managing edi- 
amic Industry, has been appoint 
e staff of the War Production 
B ceramic consultant, Conserva 


d Substitutions Branch, Bureau of 
ial Conservation, where his par- 
concern will be the substitution of 
products for critical materials 


B. Foster, previously field editor, 
ime Mr. Newcomb’s duties, and 
ve in the capacity of managing 
t Ceramic Industry, Ceramic Data 


ind Brick & Clay Record 
Geschelin, Detroit editor of 
Publications, has been appointed 
Bureau of Ships, U. S. Navy, to 
expediting the procurement and 
turing program of the bureau 
he automotive industry 
Robinson, Eastern editor, INpUs- 
MARKETING, and managing editor, 
ing Age, New York, has been 
1 leave of absence to 


Radio 


serve as 
Division, 


tr intormation, 


Affairs Committee, with 
headquarters in New York. He will be 
associated with Don Francisco, former 
Lord & Thomas head, who is director of 
the Radio Division of the Nelson Rocke 


feller committee 


Inter-American 


Twelve Industrial House Organs 
Among Twenty-Six Oldest 


“The Travelers Protection,” published 
by The Travelers Insurance Companies, 
Hartford, Conn., the first issue of which 


appeared in March, 1865, is the oldest 


house organ, according to a list of the 
twenty-six oldest appearing in the Janu- 
ary issue of “Direct Advertising.” Twelve 


industrial advertisers represented in the 


listing, and the dates of their house organs 
Hartford Steam Boiler In 
spection and Insurance Company, Hart 
ford, Conn » The Locomotive,” 1867: 
National Cash Register Company, Dayton, 
O., “The NCR News,” 1886: Merck & 


first issues, are 


Company, Inc., Rahway, N. J., “The 
Merck Report,” 1891; Pittsburgh Plate 
Glass Company, Pittsburgh, “Pittsburgh 
Plate Products,” 1892: The Ostrander 


Seymour Company, Chicago, “The Plate 
Makers Criterion,” 1899: Chase Bag Com- 


pany, Chagrin Falls, O., “Bagology,” 
1901: The H. M. Rowe Company, Balti- 
more, Md.. “The Rowe Budget.” 1901: 


Broderick & Bascom Rope Company, St 
Louis, Mo., “The Yellow Strand,” 1904; 
Royal Typewriter Company, New York 
City, “Royal Standard,” 1906; Trumbull 
Electric Mfg. Company, Plainville, Conn., 
“Trumbull Cheer,” 1907: E. F. Houghton 
€ Company, Philadelphia, ““The Houghton 
Line,” 1908: Norton Company, Worces- 
ter, Mass., “Grits and Grinds,” 1909 


Heads ANA Exhibits Committee 

J. F. Apsey, Jr., Black & Decker Mfg 
Company, Towson, Md., has been made 
chairman of the Exhibits Committee, As- 
sociation of National Advertisers 
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‘| value it particularly because it 
covers not one item in my field of 
work, but generally the field of a 
city engineer."' F. F. P., City Engr 


"| would rate your magazine as the 
best now published covering the com- 
plete field of public work."' G. S. B., 
Consulting Engr. 


‘PUBLIC WORKS is of inestimable 
value to our engineering department." 
R. L. W., County Engr. 


“The articles in your magazine have 
been very helpful to us."' M. D. 
Water Supt 


Subscribers say they read it 
and like it. Advertise in 
PUBLIC WORKS and cover 
as nearly as possible 100% 


ain. 
—— 


of this enormous market. 


Write for full information 


PUBLIC WORKS 





310 East 45th St 


DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


New York, N. Y 


We can tell you, 
because 
We Clip Magazines— 
some 3,000 of them in all these 


fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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INDEX TO ADVERTISERS 


AMERICAN ARTISAN 62-63-64 
AMERICAN MACHINIST 74-75 
AMERICAN SOCIETY FoR METALS 6-7 
AMERICAN TRADE PRESS CLIPPING 
BUREAT 109 
ARCHITECTURAL RECORD Second Cover 
ASSOCIATED BUSINESS PAPERS 79 
AUTOMOTIVE AND AVIATION INDUSTRIES 89 


CON 'S CLIPPING BURBAI 106 

iLACK DIAMOND 108 

FURNACE AND STEEL PLAN’ 100 

& CLAY REcoRD 90 
PUBLISHERS INTERNATIONAI 

(“ORPORATION 103 

{USINESS WEEK Insert between 40-41 


"“AHALL ADVERTISING AGENCY 

“‘ERAMIC INDUSTRY 3 
“HEMICAL & METALLURGICAI ENGI 
NEERING 91 
"IVIL ENGINEERING 

NSTRUCTION METHODS 


UN's REVIEW 


Insert between 8-9 
SLECTRICAL EQUIPMENT’ 95 
LLECTRICAI WorRLD 4.5 
{LECTRONICS R38 
YGINEERING News-Recor 


HEATING & VENTILATING 
HEATING, PIpInc & Atr CONDITIONING 


HlekaT TREATING AN Foraer 
HosprrAL MANAGEMENT 


KEENEY PUBLISHING 
KIMBERLY-CLARK Cort 


MACHINE Desa» 
MACHINERY 
Machar’s Bive Boox 
MARINI ENGINEERING ‘ SHIPPING 
REVIEW 6 
McGiraw-Hit. PUBLISHING Co, (Direct 
Matt DIVISION ) 106 
McGraw-HILL PUBLISHING Co 
MECHANICAL ENGINEERING 101 
METAI FINISHING 106 
METAL INDUSTRIES CATALOG 19 
Mera! PROGRESS 6 
MeTALs & ALLOYS 81 
MILK PLANT MONTHLY 108 
Mitt & FacTory Back Cover 
MILL SUPPLIES . 04 
MopeRN INDUSTRY Third Cover 
MORGAN ADVERTISIN« 108 


HS-6H4 


NATIONAL INDUSTRIA ADVERTISERS 
ASSOCIATION 

NATIONAL PROVISIONE! 

NEW EQUIPMENT DicGes’? 

NEWSWEEK 


1 & Gas Jor 


& QUARRY 

‘OWER PLANT ENGINEERIN( 
*RINTING Propucts 
Propvucts FINISHING 

Puy WorkKs 
PURCHASING 

PUTMAN PUBLISHING 


LAILWAY \ar 

tAILWAY ELECTRICAL ENGINEER! 
tAILWAY ENGINEERING AND MAINT! 
NANO} 

AILWAY MECHANICAL EN 
tA Ay SIGNALING 


GINEER 


ky. JOURNA 
w MACHINE ENGINEERING 
Power & INDUSTRY 
Insert between 
SERVICE 





Index 





to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





§22. The Manufacture of Ameripol 
or Rubber Printing Plates. 

This nine-page bulletin discusses in 
detail the physical characteristics of 
both Ameripol synthetic rubber and 
natural rubber plates for printing. 
Published by The B. F. Goodrich Com- 
pany. 


§23. Facts Only on the Stable Baking 

Industry. 

A four-page folder containing data 
in tabular form, gathered from the 
U. S. Census of Manufactures, on the 
raw materials used by bakers and their 
costs for the years 1929, 1935, 1937, 
and 1939; bakery products by kind, 
quantity, and value for 1929, 1937, 
and 1939; and bakery machinery pur- 
chases and production for 1935, 1937, 
and 1939. Published by Bakers’ 
Hel per. 


§24. A Guide to Effective War-Time 

Advertising. 

A loose-leaf manual in which have 
been gathered examples of advertising 
that illustrate an understanding of the 
fact that today’s conditions have in- 
creased rather than lessened the need 
for useful, informative, and specific 
business paper advertising. Additional 
case histories for the manual will be 
released from time to time. Published 
by Associated Business Papers, Inc. 


§25. Post War Planning Il. 

A seven-page report showing how 
postwar planning is being organized in 
the construction field, both private 


and public. Supplementing the first 


report, it discusses progress made and 
time. 


new developments since that 
Published by Engineering News-Rec- 
ord and Construction Methods. 


§09. Building Under Priorities in 
1942. 

This booklet shows in text and dia- 
gram the Office of Production Man- 
agement’s estimates of the volume of 
building in 1942, both new construc- 
tion and remodelling. The number 
of building units, and their dollar vol- 
ume are broken down according w 
defense construction and private con- 
struction, and type of building. The 
extent to which priorities will affect 
building is also discussed. Published 
by Industrial Publications, Inc. 


510. “Institutional” and 
Advertising. 


“Prestig 


This bulletin discusses the type of 
“institutional” advertising called for 
today, and illustrates the points made 
with a specific example, under the 
title, “An Idea . . . ‘Institutional’ and 
‘Prestige’ Advertising which Retains 
Many of the Benefits of Product Ad- 
vertising.” Published by Industrial 
Equipment News. 


§12. 1942 Shipbuilding Market. 


A comprehensive fund of informa- 
tion regarding current shipbuilding 
activity, including charts and statis- 
tics of the expansion of shipbuilding, 
emphasizing the record marine market 
for 1942. Published by Marine Engi- 
neering and Shipping Review. 


506. A Guide to Defense Priorities, 
Allocations and Prices. 


This chart, developed in collabora- 
tion with the division of priorities of 
the Office of Production Management, 
lists defense materials placed on the 
Army-Navy critical list, orders for 
which may automatically be assigned 
preference ratings; priority rules con- 
trolling materials at their sources; and 
detailed definitions of all priorities 


rules. Published by Mill and Factory. 


502. You and We Have an “Axe to 
Grind.”’ 


This pamphlet discusses the func- 
tion of advertising with reference to 
the future. Published by Russell T. 
Gray, Inc. 


490. How to Help Your Customers 
and Prospects. 


This deluxe book analyzes selected 
current business paper advertising (0 
show how some leading industrial ad- 
vertisers are handling their copy under 
present conditions to maintain good 
will, help customers with their pt 
duction problems and increase worke! 
efficiency, explain delivery problems, 
and other perplexing problems of 
advertising man. All case studies ; 
illustrated. Published by McGraw-Hi 
Publishing Company. 
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